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Illustrated is another of 
the attractive fixtures 
which make up the Scheuer 
1950 line of plastie and 
glass combinations with 


classic lines and many uses. 


Their plastic legs of sturdy 
construction will add dis- 
tinction to your displays, 
and can be used in either 
standing or reversed posi- 
tions. The legs are 80 
made to allow any com- 
bination of assembly by 
having the notches corre- 
spond with each other. 


The 2” bevel adds to the beauty of this unit, and the legs come in 6", 12”, 18” and 24” heights, with 


or without glass shelves. 


This is but one example of the carefully designed and well constructed Scheuer line of display fixtures 


which will make your display job easier and better. 


VISIT OUR EXHIBIT IN 
ROOM 342, HOTEL TEXAS, FORT WORTH, APRIL 16-19 
AT THE 


Southern Display Association Conference and Market 








YMOVLZG 
CREATIONS, 


rx §«6307 WEST 38'* ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 


SCHEUER 
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HOUSTON TEXAS 
2000 A.D. 


Foley’s Giant Vista Window presents Houston 50 years hence—a Golden 
Anniversary celebration that pictures great confidence in the future 

This window show and interior decorations were designed and pro 
duced to requirements specified by Robert Dundas, Publicity Director, 
and Frank Vermilye, Display Director of Foley’s, one of America’s great 
new stores 

New showmanship of local interest, with magic materials, great me 
chanical action and lighting was witnessed in Houston by great throngs 
of people from morning until late at night for many weeks ...Showman- 
ship in Selling 

These great facilities, coupled with outstanding design ability and 
seasoned experience are at your command for designing and producing, 
on schedule, small or large attractions for your store...within your 





budget. Consult us...no obligations 


It is none too early to see us about your 1950 Christmas Show. 


TELEGRAM 





Houston Texas January 30, 1950 
W. L. STENSGAARD AND ASSOCIATES, 


The Vista Display and opening of Golden 
Year Event wonderful success. Convey our 
gratitude and appreciation to all the 
members of your staff for a job well done. 


FRANK VERMILYE 
DISPLAY DIRECTOR FOLEYS 











FREE: 


see f W. L. STENSGAARD AND ASSOCIATES, INC. 


alog...244 illustrations 241 
items. Send for your copy 346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 


Write on your business letter . 
head WRITE TODAY! < &. Specialists in Merchandise Presentation - Demonstrations - Displays - Exhibits 
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Fifty Years Of Display In America 


By Carl Jackson 


~New York Displays Take Themes From Renoir To Bali 
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An Unconventional Design For A Drug Store 


Color Is Featured In Los Angeles 
Efficiency Spells Economy At Ohrbach's 
Promotions Coming Up! 
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By Louis Gehring 
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THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI 1, OHIO 


OUR NEXT ISSUE 


Continuing the story of American dis- 
play during the first half of this cen- 
tury, the April installment takes up with 
disploys of 1925. . . . How display is 
handled at one of the world's most 
famous jewelry stores (Black, Storr & 
Gorham, New York City} is the subject 
of another article. . .. A feature shows 
the results of an impartial survey of 
sales and selling costs for newspaper 
advertising, radio, and window display 
during a promotion in a well-known 
store... . Plus reports on contemporary 
display in leading centers. 


THE COVER 


The display on the cover is by John R. 
Foley, R. H. Macy & Co., New York 
City. One of three similar windows, the 
display contained an unusual suspended 
unit consisting of especially treated 
driftwood with seashells, from which 
— hands of coral in various shades. 

. (Photograph in full color by Vir- 
gino Roehl Studio, New York City, and 
shown here through the courtesy of 
Favrex Designs, Hasbrouck Heights, N.J.) 


OFFICES 


Eastern Office: 47 West 57th Street, New 
York City 19. Phone Plaza 3-5989. Cleve- 
land Office: J. R. Monk, Macintyre, Simp- 
son & Woods, 1900 Euclid Avenue, Cleve- 
land 15. Phone CHerry 1501. Western 
Office: Duane Wanamaker, 610 South 
Broadway, Los Angeles 14. Phone 
MUtuval 2161. 


s 
SUBSCRIPTION RATES 


Published monthly at $3.00 a year for the 
United States and Canada; foreign, $4.00 a 
year. Canadian and foreign orders payable 
in U. S. funds by international money order 
or New York bank draft. Single copies, 30 
cents. Send all subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date; otherwise 
missed copies cannot be supplied. Entered 
as second-class matter September 20, 1922, at 
postoffice at Cincinnati, Ohio, under act of 
March 3, 1879. 


Member 


AI 


Audit National 
Bureau of Association of 
Circulations Display Industries 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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DISPLAY CONTEST 


DISPLAY WORLD is sponsoring this 1950 international display contest 
h 315 awards — as an incentive to still better display throughout 
rid and to reward outstanding displaymen with tangible 


e of their ability. 


It is our belief that this recognition of 


ous work will benefit the entire profession, and we view it as 


our obligations to the field we serve. 


If this contest has a 


ting effect on creative display and increases recognition of the 
rk done by displaymen, then we will feel amply rewarded. 


laymen are invited to participate. 


8 


Top awards will be beautiful gold, silver and bronze plaques, and 


there 


cations covering every type of merchandise. 


gold 


in contest during that month. 


Eve 
contest. 


There are no restrictions. 


be gold, silver and bronze medals presented in each of 100 
In addition, a 


dal will be awarded each month for the best display entered 


: displayman, no matter where, is invited to participate in this 
Read the rules carefully and get your entries started today 


‘ and keep them coming. 


CLASSIFICATIONS 


ri. 7... and misses’ evening 


‘wear 
Women's dresses 
Women's sportswear 
Women's coats, suits 


Furs 

Bridal display 
llinery 

Women's footwear 


. Women's hosiery 
. Neckwear and scarfs 


Sexegeer 





. Women’s gloves 


. Hundkerchiets (women's) 
. Girls’ apparel 

. Children’s footwear 

. Children’s hosiery 

. Infants’ wear 

. Corsets, surgical garments 
. Bathing suits (women's) 
. Men's clothing 

. Men's shirts 

. Men's neckwear 

. Men's hats 

. Men's shoes 

. Men's socks 

. Men's underwear 

. Men's swim suits 

. Men‘s sportswear 

. Men's toiletries 

. Men's robes 


Men's evening wear 


37. Men's gloves 
. Boys’ clothing 
. Boys’ furnishings 
. Toys 
. Luggage 
. Athletic equipment 
. Institutional display 
. Civic display 
. Furniture 
. Radios, 
. Musical instruments 
. Floor coverings 
. Wallpaper 
. Draperies and curtains 
. Paints 
. China, glassware 
. Silverware 
. Gift novelties 
. Books 
. Stationery 
. Linens, bedding 
. Drugs 
. Cosmetics, perfumes, etc. 
. Tobacco, smoking equipment 
. Groceries 


television sets 


. Candy 
. Liquor, other bottled goods 
. Refrigerators 


° Kitchen equipment 





Aut, hil, 





equipment 


. Vacuum cleaners 

. Hardware 

- Optical goods 

. Exhibit booth 

. Exhibit display 

. Christmas interior 

. Christmas facade and marquee 
. Floats 

. Showcards, pen-lettered 

. Showcards, brush-lettered 
. Machine-lettered cards 

. Banks and other service 





institutions 


. Travel displays 

. Animated display, 
. Animated display, window 
. National advertiser's display 
. Valentine’s Day dis 
. Easter display 

. Mother’s Day display 

. Cotton Week display 

. Father's Day display 

. Independence Day display 
. Thankegtving Day display 


interior 


play 





display 





. Office equip and sp 


machines 


. Ranges 

. Laundry equipment 

. Garden tools and equipment 
. Lamps 

. Electric and gas appliances 


le Sete show setting 
. Interior * 


“shops” such as “Bud- 
“, “Town & Country 


e Advertiser's Display Units 
. Miscellaneous 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, CINCINNATI, OHIO 


. Entries may be submitted at any time. 


. Any displayman in any store in the world ng | enter this 
bea 


jo DISPLAY 





contest. It is not Y to 
WORLD. 


: ee entries must be of displays installed during the year 


bh Entry is by means of ,one or more black-and-white glossy 





x 10 inches in size. As many 
entries may be made as desired. No entries will be re- 
turn 


. Each photograph must be clearly marked on the back 


with | the _ name a7 the entrant, store, city, and — 
1 “John Jones, Dexter 
Classification No. 74’ 





Son chy, Me. 


. All entries become the property of DISPLAY WORLD 
. All entries must be sent to Contest Editor, 


DISPLAY 
WORLD, Cincinnati 1. 

All entries re- 
ceived during a given month will be judged for the 
monthly gold medal awa for the “Displcy of the 
Month”. The contest ends December 15th, 1950. 


. The entry judged best in its classification will receive 3 


points and a gold second best, 2 points and a 
silver medal; third best, 1 point and a bronze medal. 
The entrant who receives the greatest total number of 
points will be awarded a gold plaque, suitably en- 
graved; the one receiving the second greatest total num- 
ber of points will receive a silver plaque; the third 
greatest total number of points will be awarded a 
bronze plaque. 


medal; 


- Each photograph entered will be eligible for only one 


classification. 


. Judging for the annual awards will be done by an out- 


standing board of well-known display authorities. Their 
decisions will be final. 


. Judging for the monthly “Display of the Month” gold 


medal award will be done by the editorial staff of DIS- 
PLAY WORLD. Their decisions will be final. 


. In case of a tie, duplicate awards will be made. 
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PE eR Hea 95.30 
"PLASTIC BLOCKS 


separately or in these aid 14-4001. 64” high, 
eee 


many other ae ee nesli id 
— a ole 
“49.70 * 153.85 i 





Ready-Built Display Units 


Here is a brand new way of using the 
newest display material—_BLOXOLITE- 
‘in ready-built, smartly-designed display Ms : 
“units. These are just a few of the standard wee. oaanee 
units available for quick shipment. Sturdily : ‘ i ae, $ att ¢ 
constructed, in a choice of pastel lacquer r t 
‘finishes. Prices shown include the display ‘ ge % , rs 

unit, and BLOXOLITE panels only. : " $52.70 F 


~BLOXOLITE panels, as shown below, can 

be purchased separately, to build your own 

“window or interior displays. They are light 
in weight, re-usable, requiring very little 
storage space. Can be erected in minutes 
by your own department. 


EXCLUSIVE ART R. COHEN <<: 


NATIONAL 
Phone, wire or write for complete information. DISTRIBUTOR 810 PENN AVE PITTSBURGH 22 
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TESTED COLORS 
—E SOME OF THE REASONS WHY ; 
HERE AR aca 
ton SEAMLESS tebesurr: 
wuBulls 


DELIVERY 
WAS SOLD IN 1949 =a = 


THAN EVER BEFORE! 
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UNIFORMITY 

7 OF COLORS 

Ve ( AND FINISH 
Cty, nr. ’ 


SNAPPY RIGIDITY 
EASY 10 
WORK WITH 
* 
ANTIQUE FINISH 
FOR TRUE 
COLOR VALUE 
DON’T ACCEPT A SUBSTITUTE (@- } * 


£ Seamless is sealed with BULKTON TAPE 6 SS WS lane 
Each carton of seamies CO., inc. 

DUNTON & 
BULKLEY, 


Kk 17, N.Y. 
- NEW YOR 

DISON AVENUE + N 

295 MA 


VENUE + CHICAGO 16, Itt. WRINKLE-FREF ROLL 
2635 $O. WABASH A 
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THE FASHION 
FIGURE FOR “50” 


THE QUALITY 
FIGURE FOR “50” 


AND ABOVE ALL 
The Best Buy for “50” 


See THE FIRST CHOICE 


OF DISPLAY MEN AND WOMEN 


cal 


MANIKINS WITH MAGNETISM 


Write or call your Korrect-Way distributor for the 
new Beau Monde Manikin Brochure featuring the 


Cafe Society Series. ‘ ae: 
Distributors in all Principal Cities 


DIVISION OF AMERICAN FIXTURE & MANUFACTURING COMPANY «+ 2300 LOCUST STREET + ST. LOUIS 3, MO. 
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Do You Know About These 
SPECIAL UPSON SERVICES? 


Cut-Out Letter Alphabets. Bold modern letters, with 
depth and body. Sharp, clean, smooth edges. Beau- 
tiful pebbled surface. Natural ivory color. Use “‘as is’’ 
or they can be sprayed, dipped enameled, lacquered 
or stained. Three sizes, standard fonts, 3!4",5 and 
8” high. 


Cut-Out Fibre Board Parts. Exact size and shape you 
need-—economically produced for quantity display 
jobs. Special desired colorings, coatings and finishes 
on orders over 40,000 sq. ft. Precision work on holes, 
openings and outline shapes. Complete range of 
thicknesses—}", >", id %%’. 

Decorative Deco Strips. Six distinctive designs. Scroll 
cut. Ideal for displays, shadow boxes, booths, canopy 
tops, backgrounds, interiors. Deco Strips add charm 
and beauty at small cost. 


Full-Wall Size Strong-Bilt Panels. Apply to framing 
without visible face a Strong laminated 6-ply 
construction. Approximately *%” thick. Pebbled sur- 
face takes paint beautifully. Sizes 8’ wide by 14’, 
16’ and 18’ in length. Also in standard 4’ width by 
6’, 7’, 8’, 9’, 10’, 12’, 14’ and 16’ lengths. 


Amazing Upson No. 2 Floating Fasteners—anchor 
Upson Panels securely from the back. No visible 
face nailing. Permits construction of crack-proof, 
seamless wall. Provides for normal structural move- 
ment of framing. 





Upson No. 1 Fasteners. Self clinching for use with 
Upson lighter weight panels. 


For more than 40 years Upson Products of many kinds have 
been widely used by display men. Mail the coupon below 
for further information on any of the products pictured here. 


Wy 


Send information and Prod 
ad in Prices on the U; 
Deco String (tet Alphabets, Cut-Out Fibre Bae 
bend” ps. 2) Full Wall Size s trong-Bilt Panels. ‘Ue 
ng Fasteners, (] Upson No. | Fasteners!” © Upson No. 2 
NAME 


NAME OF FIRM 

















VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47 West 57th Street 


NEW YORK 19, N. Y. 


PLAZA 3-5968 


Complete 
photographic files 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 


Shops — mailed weekly 


Reprints 
always available 


at moderate prices 


Studio Still Lifes 


Complete 


information and samples 


sent on request 


Your New York 


Acrylite Products, Inc. 
1545 Inwood Ave. TR 8-7403 


FINEST IN DISPLAY FIXTURES 
Plastic — Wood — Metal 


BUYING GUIDE 


Victor Haida Displays, = 
149 West 24th St. H 3-3540 
DESIGNERS & manuracvonsns 


OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





Allied Display Materials, ong 
65 Madison Ave. U 5-6487 
NOVELTIES, ARTIFICIAL pte & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 


David Hamberger, Inc. 
115 West 3ist St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-6848 


ARTIFICIAL FLOWERS and FOLIAGE 


Display Novelties and Accessories 


A. Lutz 
3 West [8th St. CH 2-6264 


REED AND RATTAN DISPLAYS 
Display Units, Frames, Screens, Novelties, Fixtures 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


Magnani Mannequins 
236 West 40th St. 


MANNEQUINS 
Ladies’, Misses’ and Children's Models 


PE 6-3593 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 


Original Creations for Better Displays 


Maharam Fabric om. 

130 West 46th St. U 2-3500 
DISPLAY FABRICS & aocesenms 
Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





L. J. Charrot Co. 
36 West 37th St. 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 


WI 7-1687 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 
Papier Mache, Industrial Exhibits and Dioramas 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Result Displays, Inc. 
503 West 33d St. LO 3-5900 


PLASTIC TRAYS AND HANGERS 
A quality product priced right 





Decorative Creation & 
Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Bert Greenbaum Werner Leburg 


Nat Siegel, inc. 
39 West 37th St. WI 7-8485 


MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 


Bois Smith Studios 
228 West 39th St. LO 4-6454 
DISTINCTIVE DISPLAY 
DECORATIONS 


Artificial Flowers, Settings and Novelties 





The Display Equipment Corp. 
147 West 37th St. BR 9.8450 
CORONET & WINDSOR 


MANNEQUINS 
Exclusive Distributors and Manufacturers 


U. S. Mannequin Mfg. Co. 
10-15 46th Ave., Long Island City IR 6-3378 


ARISTON MANNEQUINS 
A Complete Line of Mannequins 





Frankel Associates, Inc. 

218 West 47th St. Cl 7-0060 
DISPLAY FABRICS & ACCESSORIES 
127 N. Dearborn St., Chicago; 

424 Book Bidg., Detroit; 819 Santee St., Los Angeles 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 


Display Novelties and Equipment 




















Grimes Display Service, Inc. 

22 West 38th St. BR 9-4924 
DISPLAY NOVELTIES, MATERIALS, 
ACCESSORIES 
(Formerly Eve Brueser Studios) 





Buy Easier, Faster 
and Better in 
NEW YORK 





It’s Always MARKET WEEK in New York 





Just as the statue of Prometheus symbolizes 
New York in the minds of many, so does New York 
itself symbolize the ‘heart of the display industry to the 
thousands of displaymen who have long been 
clients of the famous display houses of this great metropolis. 


There are many good reasons why this is so. These displaymen have 
learned through years of experience that nowhere else can they 
find the variety of lines, the constant stream of new display 
ideas, the alertness to the trends of retailing and fashion. 
They have learned, too, that the city’s great stores provide an 
opportunity for first-hand inspection of the latest developments in display 
and retailing techniques. And they have learned that their 
time and display dollars go further here — much further. 


Truly, New York is the heart of display, and the companies whose 
names appear on the opposite page have had a leading role in making it so. 
IT'S ALWAYS MARKET WEEK 
IN NEW YORK 
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WITH TERRIFIC 
ACTIO SELLING POWER 


BUNNY THE ARTIST 
THIS IS A LIGHT Se ieee DISPLAY 


SIZE—32" x 48''—Screen printed in nine beautiful colors on 80 point cardboard. The 
action is the Papa Bunny painting the eggs and the Mamma Bunny polishing them. In 
the lower right hand corner a shell is opening and closing showing a Chick inside. On 
the lower left there are two children behind a hill, a Boy nodding his head and a Girl 
waiving her arm. This three plane display is encased in a wooden shadow box frame 
and is animated by a patented Gregory Motor, 110 volts, A. C. or D. C. It is $35.00 
complete and ready to plug into your outlet. COST—F. O. B., our factory, 


FEEDING BUNNY 


G-510 


SIZE—19" x 24"'—Screen printed in eight 
radiant colors on 80 point cardboard. 
The action shows the Bunny in the upper 
left in a galloping motion. The other Rab- 
bit is being fed carrots by the little Girl, 
and as he attempts to nibble she pulls the 
carrot away. This two plane display is 
encased in a wooden shadow box frame 
and is animated by the patented Greg- 
ory Motor, 110 volts, A. C. or D.C. It 
is complete and ready to plug into your 
outlet. COST—F. O. B. our $45: 


factory, 


GREGORY MOTORS, INC. ikon ony. 
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RIC CORPORATION \ 


“THE DISPLAY CENTER OF AMERICA” 


1 \Vem a | ba <P 
FABRIC CORPORATION \ 


“THE DISPLAY CENTER OF AMERICA” 








Visit us in Rooms 727-728, Hotel 
New Yorker, during Market Week 
starting June 25th! 


DISPLAY WORLD 


GIF ote of the Whonth eee 





FLAME-PROOF | Wind-O-Width 











SEAMLESS, FADE-RESISTANT PAPER 


107 INCHES WIDE 


YOU'VE been wanting a flameproof display paper. 
Here's Flameproof ““Wind-O-Width’ —— the seamless 
paper that will never, never break up the canasta game 
at the firehouse — because the flameproofing stays in it 
for life . . . And the Atlas Fadeometer vouches for its 
colors. They've been thoroughly tested and approved 
to stand up under the equivalent of 40 hours of an 


intense August noon-day sun! 


There's Plus Value 
in "Wind-O-Width" ... 


It's the identical quality and weight of other papers now 
on the market . . . The flameproof and fade resistant 


features are added at no extra cost! 


PRICE $6.95 PER 12 YARD ROLL 
F.O.B. Shipping Point 


Get your order in now! We stock all colors 
— 22 of them — in New York, and at our 
Chicago and Los Angeles branches. Write us 
if “Wind-O-Width" is not available through 


your local jobber! 


“The House of Service” 


NEW YORK: 
CHICAGO: 
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A tt ent 1 OD)... we are distributors 


of the New and Sensational 
MAS 4 


WIND-O-WIDTH 


THE NEW BACKGROUND DISPLAY PAPER 
107 INCHES WIDE 


SAFE . . . everlastingly flameproof to meet safety and 
fire regulations. 
COLORFUL... 23 new decorator colors to meet every 
display requirement. 
TOP QUALITY . . . this is a quality product to meet 
every display requirement. 
ECONOMICAL . . . you get all of this at prevailing 
prices. 

IMMEDIATE DELIVERY 


ATTENTION JOBBERS: Choice of shipping points: F.O.B. New York 
City or Chicago 


JAMES A. COLE CO., Inc. 


235 FOURTH AVENUE NEW YORK CitTy: 13 























2516 ARMITAGE AVE....CHICAGO 47, 
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TELEPHONE HUMBOLDT 9-2516 
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\:~ DISPLAY EYE-Q* (Eye-Catching 
Quotient).../s Your Key to Better Sales at 
Lower Cost... Unique Pilot Study Reveals 


The underlying inciples which govern a display's 
Sy dau’ es eater eadatiens 


by 

York University's School of Retailing. initial findings 
of this research have been embodied in “VISUAL DISPLAY” 

MERCHANDISING REPORT No. |'"' — a handbook 
of display fundamentals called invaluable by display directors 

and other store executives everywhere. Bound copies 
of REPORT No. | are now available at $5.00 each; 
REPORT No. 2 will be issued early in June. 
Reserve your copy now. 


DISPLAY Sells ... . 
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il. 
has 
‘Gok. . 


WE DO! A popular display piece at the turn of the 


century when we were young in the display business. 


The poor old Indian has made way for newer and better 
display pieces, just as we have outgrown our early days 
and each year have set the pace in the ever-changing 


display pattern. 


The sum total of our first 50 years’ experience has taught 





us much — and we are putting it to good use in our 


second half century span. 


P.S.: The vanishing Indian just stood 


still you can’t do that and survive! 


—— wf —, 


ORATIVE PLANT 5 


CORPORATION 
136 WEST 24th STREET + NEW YORK 11, N. Y. f 


4 WAtkins 4-4405 
See 
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O1d King Cole Displays 


INQUIRIES WILL BE HANDLED IN ORDER RECEIVED 
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It’s easy as ABC to turn out finest quality signs and showcards with the SHOWCARD 
MACHINE. Just set type in position, ink and print. Needs no experience, no skills. 
There’s nothing to adjust, no complications of ary sort. 


Or Faster? 


A single card, from start to finish, is a matter of two or three minutes. Duplicates 
take only seconds more (and you need them in almost every case). 


Or more Versatile? 


SHOWCARD MACHINES print cuts as well as type — on practically any 
surface — in several colors in one operation. No layout restrictions; place 
copy exactly where you want it. Complete selection of type faces available; 
interchange them as you wish. 


Or more Economical? 


SHOWCARD MACHINES can easily pay their own 
way in less than a year. Actual records show twenty 
years and more of service without a single repair. And 
prices start at only $145, including type and rack. 


RSNA NERD ISLINL Danae INE. 


5 
3 


SHOWCARD MACHINES come in sizes for 
all needs and are backed by a sweeping 
S-year guarantee. Get ALL the facts; make 
a FULL comparison; write today. 
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Wired in three circuits. 
50-Watt Par-38 and 
5, 55° heat 
ing rimary 


ind green. 


Fresnelite Jr 
Order now for prompt delivery. 100-Watt 
Cat. No.39!1 6° $87.50 3” Fresnelens 
Cat. N 65.00 G 16% bulb extra 
108.75 Catalogue No. 1211 
$13.20 


Paint with light 

“Paint with Light” and increase the traffic in your store...Obtain the light treatment your displays deserve 
in the rich tones you need. Century will teach you how to “Paint with Light”. Bring your window plan and 
section when you visit our showroom. 

Accent-lite 

A small, compact light that gives top-notch performance...a light that will dramatize your displays with 


accent...color...shadow...enrich your merchandise...enhance your displays. 


Century Lighting Inc., 419 West 55th St., New York, N.Y. 626 North Robertson Boulevard, Los Angeles, Calif. 


the name in lights 











Teakwood 





ARE IMPORTANT MATERIAL CHARACTERISTICS 


How many of them does your product need? 


1. Won't buckle, split or splinter AND TEKWOOD IS REMARKABLY LOW IN PRICE! 


2. Takes paint beautifully The secret of Tekwood’s versatility lies in the 


way it’s made. To each side of a core of sturdy 
hardwood, a tough sheet of cylinder Kraft paper 
is bonded. The grain of the Kraft goes at right 
angles to the grain of the wood. The resulting 
7. Extraordinary durability “sandwich” is tough, strong, rigid. Panels: 
8. Light in weight 48"x 96". Write us today for complete data on 
9. Routs or folds quickly and easily Tekwood. Chances are, the Tekwood Ten can help 
10. Self-hinging, when scored or cut partly through improve your product. 


UNITED STATES PLYWOOD CORPORATION 


55 West 44th Street, New York 18, N. Y. 
Manufacturers of Tekwood and Weldwood Plywood 


Tekwood is a patented product — U. 8. Pat. No. 1997344 


3. Takes embossing cleanly and permanently 
4. Ideal undersurface for covering materials 
5. Die-cuts cleanly and easily 


6. Unusually high strength weight ratio 
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ostery Sales Start 
with Effective 





Ltiyplay 


--- and that means Fang Forme 


When customers see what they like, they stop and 


buy. And they like what they see when you display 
your hosiery on glamourizing, sales-creating Fairy 


Hosiery Forms. 


Non-Flam Fairy Forms are available in a full 
range of colors and styles for most effective display 
of all types of women’s, men’s and children’s hosiery. 
Profit by their proved SELLability — proved by 
actual results in stores throughout the country. Write 
for free copy of Catalog 319. 


SHOE FORM CO. INC., AUBURN, N. Y. 
IN CANADA: United Last Co., Ltd., Montreal, P.Q. 





IT WON INSTANT 


RECOGNITION 


from America’s Leading Stores 





Frederic Shipman’s latest 
Mirror Window 
Invention 


The 
CORRIDOR 
MIRROR WINDOW 


A FOUR-WAY 
CONVERTIBLE 
TRIUMPH 


a 
Get the Facts 
on the 
One-, Two- and Four- 


Year 


FRANCHISE PLANS 


Can be budgeted to suit any 


sized city. Top—View of Shipman Corridor Window—in 4 x 7 feet space. Bottom—Shows corridor 
reflected 14 feet back into store. Only ONE MANNEQUIN used. 


NEW 1950 FRANCHISE HOLDERS 


BOSTON WILKES BARRE HARRISBURG 
Wm. Filene's Sons Co. Fowler, Dick & Walker om 


NEWARK CLEVELAND Y 

L. Bamberger & Co The Higbee Company The Bon Ton Store 
BALTIMORE PITTSBURGH EASTON 

Hochschild Kohn & Co. Joseph Horne Company Groliman's 
ATLANTA CHARLESTON 


Rich's, Inc. The Diamond Company 


FREDERIC SHIPMAN STUDIOS, 512 Fifth Ave, New York 18, N. Y. 
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our 34th our 34th 
year *\ oy year 


to all of our many friends who through the years have continued to 
look to Adler-Jones for their display needs, we offer our sincere thanks 
. . . to them, just as much as to our constant striving to bring you the 
utmost in timely, original designs, we owe much of our success. 


adler-jones company 


521-525 south wabash avenue * chicago 5, illinois 

















history of 
past half 
necessary to go back a 
and briefly, the begin 
Used in 


EFORI 


American display 


discussing — the 
during the 

century it 1s 
bit to trace, 
this 


roughly 
advertising 
markets for 
today really 
London im 


ning of torm ot 
the stalls of open-air 
display as we know it 


after the great fire ot 


centuries, 
began 
shortly 
16066 
Prior to th 
had counters built out on the 
which to show their wares. But after the great 
Wren, the 


with the 


most English retailers 


sidewalk on 


hristopher famous archi 


j 


fire Sir ¢ 


tect, was entrust task of oversee 


“S 
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—One of the first fixtures especially made for 
display . . . an adjustable wall bracket, as 
advertised in 1900— 


ing the rebuilding of the city. He restricted 
widths to 11 
which later to 20 
that beggars might sleep on them at night, 
ordered to 
protect 


the sidewalk counter inches, 


was increased inches so 


ind shop keepers were also 


build an over-hanging canopy to 
pedestrians during bad weather 
Was In its 
available only 


quite 


Manutacture primitive 
that time 
in extremely small 
costly. Some residences were equipped with 
this and inferior 
quality of the them hardly 
Then as glass manu 


Glass 


stages at and was 


panes which were 


glass, but the small size 
panes made 
practi il for store use 
facture improved and larger sheets became 
stores began eliminating the side- 
their 
windows 


available, 
walk 


wares 


counter some ot 


directly 


and placing 
behind the 
Progress in development continued 
years and with it the progress of 
merchants in- 
glass 
inside 


glass 
glass 
over the 
display 
stalled larger 
sight of the 
proportionately and 
attention to how the 
arranged to catch the shopper's eye. 

It was with the turn of the twentieth 
century, however, that display began coming 


inevitable; as 
and better 
merchandise 


was 
windows, 
increased 
giving 

was 


began 
merchandise 


stores 


Fifty Years 


into its own important advertising 
medium, although its real selling power was 
not appre iated for many years to come 

As to the actual history of display from 
1900 until the present time, perhaps there 
is no better showing the status of 
the professional displayman at the beginning 
of the century than by quoting from an 
article published in The Window for 
1900, Hint To 
Manager Ts 


as an 


way ot 


Show 
January title “A 
Department 


“If vou 


under the 


the best results from 


window 


wish to get 
trimmer, give 


you 


the windows and the 


him a chance and lay out the goods 
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cesire in the window. Lay them all out, as 
nearly as then call the window 
trimmer and let him work over them. Tell 
him the story; let him know all about them 
from your point of view, when without 
doubt will find the window more to 
your than otherwise If you have 
struck any particular manner in which you 
desire to have your window trimmed, 
so. No doubt the trimmer will have seen 
it, being always on the lookout, and he will 
Make it as a request, 
not as a gruff order (the trimmer is entitled 
to courteous treatment).” 

At that time the publication of the field 
was The Show Window, which described 
itself as “A monthly journal of descriptive 
teach its readers technical 
and interior display of 
merchandise .. . all articles are pro- 
fusely illustrated”. The editor of the maga- 
zine was L. Frank Baum, who was to become 
internationally famous as the author of the 
“Oz” books. He resigned later in 1900 in 
order to devote all his time to the “Oz” 


possible, 


you 


ideas 


say 


be happy to please. 


art designed to 
details of window 
our 


series. 

Perhaps reasonably enough, since display 
equipment was so relatively rare in 
days, most of the advertising in The Show 
Window of that date had little to do with 
display. Instead there were ads for “Taylor's 
bustles” and “Zephyr bosom 
Northwestern Rail- 


those 


woven wire 


the Chicago & 


Of Display 


forms”; 


way advertised “electric lighted trains” 
between Chicago and St. Paul; another firm 
advertised the “Pansy Hose Supporter”. Dis- 
play supplies available in the advertisements 
were metal display stands and wall brackets; 
$15.00 wax figures by Hugh Lyons & Com- 
pany, Mich.; prepared palms; 
“painted scenes for windows”; silvered re- 
flectors; light-flashing devices, and half- 
length molded papier mache with 
built-in bustle skirts 

Those were the days of “torturing” mer 
chandise, when the displayman who could 
get the 


Lansing, 


forms ot 
for draping 


most articles in a given space was 
rated higher than one who could not, when 
thousands of handkerchiefs or 
thread were used to make battleships, castles 
4 giant hundreds of bottles 
went into window. Most fix 
the displayman from 
wooden boxes or any other material available 
around — the lighting 
lamp bulbs into 
aniline dye and shellac. Many 
depended for illumination on 
gasoline lamps, or on 


spools of 
arches, when 
perfume 
made by 


one 
tures were 


store. Colored was 
secured by dipping electric 
a mixture of 
stores still 
kerosene ofr gas 

\ display organization had come into being 
and was to continue 
or a half-century. This 


Window 


some two vears before, 


under various names 


The National 


Trimmers of America, 


Association of 
had 


Early 


Was 
which been or- 


ganized in Chicago in 1898 members 


—Displays of footwear were not to be under- 
taken lightly in 1900, as witness this window at 
The 


displayman who did the window is uxknown— 


the Foreman Shoe Company, Chicago. 
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men as Charles W. Morton, 
Kk. J. Berg, Fred M. Campbell, Arthur 
Fraser, Herman Frankenthal, Charles Wen- 
del and others who were to become giants in 
the field a bit later. A few local or sectional 
display groups were in existence also, among 


included such 


In America 


them the Michigan Window Trimmers Asso- 
ciation of Grand Rapids. 

For enough to 
use electric light in their windows a system 
of metal reflectors was worked out by I. P 
Frink, New York City, to shield the bare 
lamps from view and to focus the light on 
the merchandise to better advantage. This 
was the forerunner of all the elaborate dis- 
play lighting equipment available today 

Display contests were rare in those days, 
but among the first on record was that for 
“Royal Worcester” corsets with $400 in cash 

Cluett, Peabody & 
Both of these 


those stores progressive 


prizes, and another by 
Company tor 
held in 1900. 
An indication of salaries paid at that time 
statement by Charles W 
Morton as president of The National Asso 
ciation of Window Trimmers: “We have a 
good position open for an ambitious young 
for $50 a 


shirts were 


is given in a 


who is willing to work 


} 


trimmer 
month until he proves his 

1901. This the Women’s 
Temperance Union of New York City undet 
took a the 
figures in display, 
clothed, thus going to even gre 
than 
follow through the 


value” 
year Christian 


campaign to ban use of 


window 


wax 
even though 
ater extremes 


similar organizations which were to 


years with sporadic pro 


—The long-continuing era of artificial flowers, 
used in profusion and on any and all occasions, 
had made its appearance in 1905. This is an 
opening display by John C. Graham for Almy, 
Bigelow, Washburn Company, Salem, Mass.— 
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“> 4 ~~ ® 
Ca ok | 


tests against mannequins being exposed to 
public view while being dressed. 

An idea of the interior display of 1901 is 
given in this account of the first floor of H. 
A. Meldrum Company, Buffalo: “To those 
who are accustomed to seeing ledges heavily 


trimmed or those who leave the wall spaces 
bare, it will be a disappointment inasmuch 
as neither method is shown. 
store are treated in an entirely 
attractive manner, and on the same lines as 
the Pan-American building. A 
arches in staff-work is stretched along each 
wall, extending from the ceiling down. The 
wall itself is tinted a beautiful blue and the 
staff-work is in ecru, with touches of bright 
color in the ground work. At equal distances 
and under the large arches are niches in the 
wall occupied by statuettes.-The whole effect 


The walls of the 


new and 


series of 


by numbers 
upon 


beautified 
No goods are displayed 


is softened and 


lamps these 


25 


—The wagon is heaped with gold watches in 
this display by E. B. Brumm, of Shenandoah, 
Pa.; installed in 1900— 


the counter or wall 
center of the store 


ledges and but few on 
fixtures. In about the 
and over the stairway is a sort of booth 
called the ‘Temple of Triumph’. Why so 
named I have been unable to find out.” 

By the end of 1901 a number of companies 
were supplying electric fixtures, reflectors, 
signs and even animated figures for display 
Noticeable, was an increase in fixture 
firms as well as many more types of fixtures, 
including T-stands, stands and shirt 
stands. The expanding needs of display 
were being met 

1902. Frosted lamp globes were still to be 
introduced, but inventive displaymen found 
that by dipping ordinary bulbs into mucilage 
and then into sugar they couid obtain a 
globe which gave a softer light. Another 
method involved dipping the bulb in mucilage 
and then coating it with talcum powder 

More attention was given to good show- 
cards in display; a school to teach card 
writing established in Chicago and 
articles on the subject began to appear in 
trade papers. A proposal made that 
display windows should be on the elevator 
installed in 


too, 


shoe 


was 
was 


principle so displays could be 
the basement and then raised to position on 


By CARL JACKSON 


the floor, or the windows could be dropped 
somewhat for unusual effects. This idea was 
to be adopted later by Lord & Taylor in 
New York City, followed by a few other 
stores at a much later date 

1903. The Show Window was bought by 
the Merchants Company, Chicago, 
and beginning February 
the changed to 
Merchants with 
Charles A 

Displays 
loaded with merchandise. But here and there 
cutting 


Record 
with the 
year the name 
Record Show Window, 
the editor. 

massive 


issue ot 
new was 
and 
Tracey as 
continued to be and 


an occasional store at times was 


[Continued on next page) 
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down on the number of units displayed and 
[getting a better effect Among them was 
* Marshall Field & Co., Chicago, where Arthur 
’Fraser was display director 


© 1904, Heretofore practically all display had 
Pbeen merchandise plus fixtures, but now an 
occasional displayman was trying a bit of 
dramatization. This usually took the form 
of a feminine mannequin holding a spoon 
and standing betore a kitchen stove, for 
example, or two men's mannequins before a 


: 
é 
g 
i 


display of suspenders, as was the case of a 
window by J. Doran for Koch & Co., Akron 
This trend became more pronounced as_ the 
year grew older 

The first recorded use of chicken wire in 
display appeared in November of this year 
when Manuel Runyan of Green & Watson, 
©» Pensacola, Fla., used this material in con 
nection with wood strips to build a half 
} form on which dress goods could be draped 


PREPRINT MELEE He PDR rns 


1905. During this year the use of drama 
picked up a bit more impetus. More and 


DISPLAY WORLD 
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—The stately and massive technique of Arthur 

Fraser, Marshall Field & Co., Chicago, is easily 

recognizable in this window of 19/0. Editorial 

comment accompanying this illustration says: 

"The manner of showing the clothing is typical 
of this store." — 


more displays simulating scenes from life 
were used, although these were still only a 
very small percentage of the total. The big 
developments were in the large amount of 
artificial flowers and similar decoratives 
offered the displayman, thus continuing a 
trend which had begun a copule of years 
before. These were practically the only 
props manufactured for displaymen at this 
time, if one excepts fixtures from this 
classification. Among some of the leading 
flower houses were Decorative Plant Com- 
pany, and Frank Netschert Company. both 
of New York City; L. Baumann & Co., 
Schack’s Artificial Flower Company, Carl 
Netschert, and Botanical Decorative Com- 
pany, all of Chicago. Typical prices for this 
kind of material: Grape clusters 12 inches 


long and containing 144 grapes—$1.50; holly 
wreath 18 inches in diameter—$1.00; potted 
palms 7 feet high—$3.00. 

1906. Noticeable in this year was a decided 
improvement in the lighting in display win- 
dows. One who was making good use of 
window illumination by the standards of 


—Also on the grand scale is this display by 
&. M. McCartney, for Joseph Horne Company, 
Pittsburgh. Paintings at the top of the panels 
showed spring blossoms with a backing of 
silver and gold. Drapes were black, trimmed 
with gold and silver. “Posing of the figures is 
especially well handled” states a writer of that 
time—1915.... Dated 1922, this men’s display 
is by H. W. Weaver, Armstrong Clothing Com- 
pany, Lincoln, Neb. Curtains were of tan 
poplin, appliqued design in magenta silk plush. 
Panels were of brocaded velvet, Nile green 
on tan— 
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—In 1922 W. M. Zeppen-Field (now head of 

the West coast mannequin firm of the same 

name) was a professional displayman with 

Wm. H. Block Company, Indianapolis. Of 

this display a contemporary writer says: “The 

simplicity, lighting, and posing of the figures 
make it noteworthy"— 


those days was J. Tannehill, Carson 
Pirie Scott & Co., Chicago. Painted back- 
grounds found supporters among a few dis- 
playmen at this time and were a refreshing 
change from the usual permanent back- 
ground of dark wood on which so many 
stores prided themselves. Some displaymen 
painted scenes on background panels, while 
others were taking the drastic step of paint- 
ing over the permanent backgrounds—but 
such bold experimenters were few and far 
between. 

1907. Among the leading displaymen at this 
time as mentioned in articles describing their 
work in Merchants Record and Show Win- 
dow, were the following: John R. Patton, 
Henry Siegel Company, Boston; D. M. 
Hansen, Schradzki’s, Peoria; Ben Weinberg, 


Prous 


Appel’s, Denver; John Cameron, Jr., Meisel’s, 
Port Huron, Mich.; B. L. Lohmuller, Joske’s, 
San Antonio; A. W. Fraser, Marshall 
Field & Co., Chicago; Bert Cultus, Rhodes 
Brothers, Tacoma; R. R. Buckley, Palais 
Royal, Washington; J. E. Tannehill, Car- 
son's, Chicago; Charles T. Boyd, San Fran 
cisco; Herman Frankenthal, Altman's, New 
York City; Edward O’ Malley, Hot Springs ; 
E. N. Goldsman, Scranton; A. W. Yungblut 
Syracuse; John Hyslop, Providence; T. W 
Eaton, Waterloo, Iowa; Will H. Bates, 
Bloomington, Ill.; Henry Breslau, Hecht’s, 
Washington; F. G. Schmehl, Siegel-Cooper, 
New York City, and Leo _Van Coutren, 
Kewanee, III. 

“Color caps” to fit on regular electric 


—Men's wear in 1923 was shown as pictured 
above by E. H. Leaker, The Hub, Chicago. .. . 
Right, a fall opening display by W. L. Stens- 
gaard, who was display manager for C. W. 
Klemm, Inc., Bloomington, Ill., at the time this 
window was installed in 1924— 
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bulbs were introduced along with new type 
reflectors designed to give better window 
lighting. Electric animated devices were 
being marketed for display, automatic light 
control switches were available, and in 
general electricity for display was coming 
into its own. 

Display fixtures in hardwood received 
considerable attention about this time and 
metal fixtures continued to use the weird 
shapes, colors, and “swan’s necks” that had 
been their characteristics for several years. 

1908. A considerable number of schools to 
teach display and card writing had sprung 
up; as a matter of fact several had been in 
existence for a few years and competition 
among them was keen. Among the leaders 
were the Koester School pf Window Dress- 
ing, Chicago; MacFaddin School of Window 
Trimming in New York City; New York 
Window Dressing Institute, New York City, 
and the Twin-City School of Window Dress 
ing, Minneapolis 

Despite the increased attention to show- 
cards they still were elaborate things 

[Continued on page 68) 


RES AF Egat a, Bie, 


: 
4 
3 
& 
+ 3 
H 
~ 
5 
g 
: 
‘ 
' 
: 
j 
§ 


AAOELERE LEELA LALA ates’ 





DISPLAY WORLD 


MARCH, 1950 


New York Displays Take Themes 


cord, tape measures, step- 
homely 
some of the 
displays in New 
rich to the 
provided by the 
visions of 


papers-——ot such 


OAT hangers, 
ladders, cut 


and worthy items have 
most distinguished 
York City 


eye and 


recent 


been created. Color, 


spirit, has been 


generous and = tempting spring 


wardrobes all of which seem so hopeful 


despite the many freezing wintry days as 


well as the present dim-out occasioned by the 
And that Feb- 
short nonth, it also 
provided the displa¥ occasion for two national 


birthdays, 


coal strike notwithstanding 


ruary is a calendar 
Lincoln and Washington; however, 


in local « lay more attention was given to 
Day 

was presented 
Henry Callahan 


Taylor's, an innovation in the dis 


the observance of St entine’s 


When the 
by Window 
at Lord & 


play estate appeared by way o 


Handmacher suit 


Display Director 


a card credit 


Silvestri, who 
Lord Taylor display 


ing the display design to V 
is a member of the 
staff 

The framed panel of colored areas used in 
the accompanying illustration was, according 
to Silvestri, a fair example of the principle 
of presenting display effects to a window 
shopper in such a way that they will neither 
with the 
were the 


merchandise 
carefully 
combination of the bright 
tones of the colors 


confuse nor compete 
itself. Not only 
selected but the 
and the muted 


colors 


primary 


—Upper left, by Henry Callahan, Lord & 
Taylor. Upper right, by Winston Jones, 
Franklin Simon & Co. . Lower left, by 
Charles Lenhart, Arnold Constable. . . . Lower 
right, by Edward Von Castelberg, Blooming- 
dale's. . . . (All photographs by courtesy of 
Virginia Roehl Studio, New York City)— 





making the 
create an 


were handled to 
which, though quite 
pleasing in itself as a three-dimensional de- 
s.gn, immediately receded to secondary func- 
tion, or so it seemed to the observer. Actually 
it was definitely conveying a selling message 
to the spectator in having so harmoniously 
placed the garment in a position of attractive 
and compelling importance. 

In summing up, Silvestri adds, “If a win- 
dow shopper leaves the window display feel- 
ing she has appreciated the beauty of the 
garment, one can well attribute this 
in no small way to the actual design 
conception to that 
window.” 


composition 
atmosphere 


success 
from 
execution of particular 

Groups of magenta, of yellow and of white 
cord where carried from the overhead plane 
to respective squares on the light blue finished 
floor of the window. The featured suits were 
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From Renoir To Bali 


in gray with introductions of yellow as a 
flower or as a trim of the hat; yellow tissue 
was also tucked in the neckline of the blouse 
forms in the foreground. (First iilustration.) 

anquil color and lighting, so in the mood 
of the featured lace gowns, characterized the 
display at Franklin Simon's with the fashion 
message reading: “Any time the stage is set 
for moon or candlelight there will be 
because if there ever was a seascn in which 
to look feminine, this is it” 


lace, 


Display Director 
Winston Jones interpreted the theme by posing 
the two mannequins before stage 
backdrop of flesh 
second photograph. 


wings and 
tone net as seen in the 
Continuing in the same 
paper work applied to the 
curtains depicted the symbolic figures of Pan 
with versions of his shepherd's pipe, of lacy 
floral motifs, and of candle sets 
work was in all white with the 


vein, sculptured 


The paper 
cutouts of 


SPE 


ee 
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Pan showing delicate tracery in soft 


yarn. 


The mannequins were finished in pure white 


their flesh tone lace 
palest pink satin slippers. The floor of the 
window was laid with moss and the back- 
ground was painted with soft pink lights 
With Renoir pink as the 
continuing “Romantic 
and with the 


and with gowns 


fashion subject 
as Paris In the Spring” 
legend on the Valentine 
it followed quite naturally for Charles 
hart, display Arnold 


version of the 


heart 
Len- 
director at Constable's 
to employ a famous Arc de 


Triomphe as background. The 


mood thus 


—Upper left and right, by Gene Moore, Bon- 

wit Teller & Co. . . . Lower left, by Edgar Tall- 

man, Lord & Taylor . . . Lower right, by Sidney 
Ring, Saks-Fifth Avenue— 


white 


wore 


By VIRGINIA ROEHL 


Virginia Roehl Studio, New York City 


set was further sustained in the use of royal 
purple violets to outline the structural form 
of the arch which was placed before a sky- 
blue backwall of (Third il 
lustration. ) 

The floor of the window was covered in 
felt matching the purple violets and the use 
of color appeared in the side 
panels were 


seamless paper. 


walls 
painted in a 


again 
where the three 
variation of pink—shading from lilac 
pink. The Valentine mot:f again ap- 
peared in the accessory grouping where cos- 
tume jewelry 


tone to 
high 


was d splayed on heart shaped 
satin edged with organd.e ruffles 
Navy blue made an accessory note for the 
blond pink gabardine suits with hats in match- 
ing tone 


cushions 


Valentines of the 
Gay Nineties came to life in the 
[Continued on page 60] 
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—An interior view of Carven's shop on the 
Rond Point, Paris; chief color theme, green 
stripes on white— 


glass doors of the mirror-lined shop within 
which glass cases, lined with velvet and il- 


“Juminated at the ‘top and bottom, display all 


merchandise to good advantage. A lovely note 
is seen in large lamps made up of green and 
white leaves against the side mirrors, looking 
exactly like the embroidery on a Carven 
original. This same motif is repeated on the 
grill of the elevator that takes one up into 
the Carven salons. 

Madame Carpentier re-did her entire salon 
in time for the new spring collection and a 
small boutique was prepared as part of the 
general decoration. The salon itself was done 
in crisp white. The use of white is a new 
trend here in place of the usual lush gold 
effects. Billowy white nylon drapes carry 
out the color on the windows and one entire 
wall. A brilliant yellow, featured in her col- 
lection as well, is used for the slender tailored 
valances above the drapes and seat coverings. 
She covered the entire length of the floor in 
gray carpet and repeated this tone in “extra” 


Letter From Paris 


HE recovery in France proceeds at a 
most amazing pace and this year the 
arrival of overseas buyers continues at 


an accelerated tempo. The effect of this 
stimulus is well felt in the new designs and 
materials as well as the displays seen in 
Paris today 

the term “bou- 
which several of the 
writer's preceding DISPLAY 
WORLD in connection with French display. 
The word “boutique” is a new one for Ameri- 
can stores and almost as special here in Paris. 
Just before the war, Mme. Schiaparelli 
opened the first boutique (shop) in the down 
stairs salon in her establishment on the Place 
Vendome rhe was immediately taken 
up by Robert Piguet, who opened the “Char- 
iot”; this consisted of a golden chariot placed 
in his filled specially selected 
scarfs, a few jewels and gloves. This little 
shop plan became the goal of all the existing 
couturiers and each sought the most original 
idea for presentation. There was everything 
from a huge bird cage to an exact reproduc- 
tion of old From this rather 
spectacular introduction the shops really 
started to become of financial import- 
ance to the dressmakers. Their 
were featured here as well as special “frivol 
(novelties) designed for them and the 
Piguet’s 


Perhaps we should explain 


tique” was used in 


articles in 


idea 


salon, with 


an garret 
great 
pertumes 


ities” 


shops began to grow in proportion 


—Poris white sales are greatly different from 

those in America, as explained in the article. 

Here is ao display used by Goleries Lofayette 

for the annual white promotion . . . many men 

in evening wear surrounding a single feminine 

figure; the men wore black masks in the shape 
of swans— 


“Chariot” now covers the entire ground floor 
of his building and a new high in shops was 
at the Jean Desses opening last 
(DISPLAY WORLD, September, 


reached 
summer 
1949) 
The newest shop to open is Carven’s, on 
the Rond Point. Mlle. Carven’s specialty has 
always been great simplicity, touched with 
very fine hand details in embroidery and 
applique; her colors are green stripes on 
white. She applies these same principles to 
her shop. A great striped awning marks the 


chairs placed here and there. The boutique 
shelf is just that. A long gray shelf is placed 
against the wall at the entrance of the salon. 
Banks of fresh flowers were intermingled 
with new spring accessories. 

Loose ferns scattered about the gray shelf 
gave a lacey, delicate effect to the heavier 
covering. The entire shelf was reflected in a 
mirror-covered wall. This little fantasy shop 
is to be changed monthly, the next change to 
take place at a cocktail party given in its 
honor next month. 
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By PAUL ROTH 


One of the most display-consciov's couturiers 
is Pierre Balmain, who accomplishes one of 
the most successful blends of Paris-American 
style seen in either countries. The feeling 
is expressed in his fashions and certainly in 
his house on the Rue Francois-Premier. Two 
tiny picture windows flank his ground floor 
boutique. The display this month is easily 
the neatest hay stack I have ever seen. He 
places two daintily stitched hay stacks on a 
three-legged birch stand, the birch exactly 
matching the square floor boards. One or two 
small scarf squares are bowed on the hay 
stacks, serving to introduce his new “straw” 
color. 

Delightful is his 
shop, for Monsieur Balmain is featuring 
bon-bon jewelery...actual pieces of hard 
candy and nut meats sealed in clear plastic 
and mounted as charm bracelets, There are 
even small squares of chocolate in this group 
and they all look good enough to:eat. A most 
effective display has been set up in one 
corner of his shop. A small platform is 
flanked with shelves filled with actual candy 
mixed with the charm bracelets. In the center 
of the two main shelves hangs the picture of 
a little boy and his white dog, eating a mint. 
Mint draperies in shiny taffeta lend a feeling 
of elegance to the scene but keep the mood 
sustained. Large old-fashioned confectionery 


old-fashioned bon-bon 


—Goleries Lafayette continues the use of 
chicken wire for draping purposes, as seen in 
two photographs on this page. . . . A Nubian 
bearing a candelabra stands at either side of 
a display counter at Carven's. . . . Right, 
Pierre Balmain is one of the most display- 
conscious couturiers in Paris; here is one of 
the small windows flanking his ground floor 
boutique, showing a small haystack on which 
are bowed scarfs to introduce Balmain's new 
straw color— 


jars filled with candy and tied with great 
pink ribbons complete the picture. The clev- 
erest part of the display is making the rather 
“cute” feeling blend with the next luxury 
counter of shoulder length ear-rings and lace 
gloves. This has been wonderfully accom- 
plished in the use of the drapes and the oil 
painting of the boy. 

One of the loveliest examples of French 
technique in display is to be seen at Balen- 
ciaga, Paris’ traditional couturier. This new 
season he uses a coat of mail and combines 
it with blue tulle throughout his cases and 
windows. A huge mailed hand clutches a 
plot of earth, a cluster of blue hyacinths 
springs up freshly, and a group of long 
gloves drapes over an arm of mail in a long 
showcase. The entire figure sits in one of the 
windows, a Insh scarf about his neck. An- 
other hand grasps a plant. The gloves them- 
selves are’ beautifully handled; display people 
here never use glove forms but rather main- 
tain a soft effect with rolls of cotton in all 
the fingers excepting the thumb. To make a 
glove stand, they generally cuff the base of 
the glove and the thumb is pressed stiffly 
against the forefinger. This effect is some- 
what similar to using mannequin hands as 
forms in preference to a regular glove hand. 

A very interesting coincidence in display 
took place at the Galeries Lafayette recently. 
At the same time that Bonwit Teller in New 
York City featured evening windows flanked 
with men in evening clothes surrounding a 
single figure, the designer at Galeries Lafay- 
ette planned a similar idea as the theme for 
a white sale. January white sales in Paris, 
incidentally, are not interpreted the same way 
they are in the States. The white is applied 
to all merchandise from baby diapers to 


[Continued on page 76) 
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had a chance to talk 
wear depart- 
great department 
He described his 


OME time ago we 
to the head of the 
ment in one of the 
stores in New York City 
department as the first men’s wear “cafeteria”, 
its self-service features. This 
suitable and so novel that 


men’s 


referring to 
description was so 
it was picked up over the radio and by the 
syndicates, and he was quoted all over the 
United States and Europe for having created 
a department where the customer helps him 





self to a suit and coat without the assistance 


a salesman 
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—The general floor plan of the drug store is seen at the left, while below is the entrance. 
Note the slanted window glass— 


found an article 
invention is 


In a recent magazine we 
in which a new fountain 
discussed which makes it possible, economical 


customer to 


soda 


and highly attractive for the 
select and dispense his own ice cream, sodas, 
and trimmings. 

In sketching for our readers a new approach 
to drugstore design we do not intend to talk 
about a self-service drugstore. We just wish 
to emphasize that the conventional approach 
dulls the customer’s desire to buy. But an 
unconventional design frequently makes 
tory and revitalizes the appeal of merchandise 


his- 


ee, 


<< / 


























An Unconventional Design For 


and of a whole institution to the shopper. 

There's an idea fairly prevalent in the drug 
field that the retail pharmacy must be built 
along traditional lines, with the usual crowded 
wall fixtures, center island counters, and 
regulation soda fountain. The shelves are all 
visible and they are installed all over the 
This creates a busy, but almost nerve- 
wracking atmosphere. 


store, 


who go to a millinery store are 
likely to be less concerned and worried than 
people who buy medicine or wait for a pre- 
scription. We may anticipate that the per- 
centage of the customers worried about sick- 
ness is greater in a drugstore than that in 
Consequently more rest and 
esthetic outiook of the 
asset to the store 


People 


any other store. 
peace in the 
could 


more 

store only be an 

owner 
Customers séda fountain 


are mostly 


to the 
or lunch counter to “grab a bite” 
tired business people, who do not have the 


who rush 


a slower service restaurant. It 
that they would appreciate a 
relaxing atmosphere and that their meal 
would agree better with their system if instead 
of balancing their weight precariously on a 
small-seat high bar stool, they could sit on a 
their 


time to go to 


seems to us 


real honest-to-goodness chair, support 
weigh by stemming their feet on the ground, 
and rest their hands on a table that reminded 
them of home 

While the institution of the 


admired all over the 


American drug- 


store is world, the word 


—Orce inside the store, the customer sees in- 

set wall cases on the right to hold bottles and 

packages. Walls are covered with redwood 
siding applied in diagonal fashion— 
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“drugstore” has slowly gained an unpleasant 
connotation for us. We think of: the joint 
smells of boiling coffee, toast, soayi and per- 
fume. A drugstore for us means aspirin, rush, 
gadgets and high bar stools. 

So in formulating a better concept of the 
drugstore we attempted to create a store that 
would be associated with thoughts of leisure, 
comfort and restful eye-appeal. We were 
not concerned with going “modern” or “peri- 
od”, lavish or expensive. While we tried to 


make the store efficient and attractive, we 


A Drug Store 


stayed consciously away from that 
modernism that over-streamlines .our cities 
and turns every straight line and parallel 
design into a conic or parabolic feature, of 
which the eye must tire in due time. 


The forms and materials mostly associated 


mass- 
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with restfulness seemed to be those found in 
the country, in rustic surroundings such as 
slightly darkened stone and white- 
wash; tables and chairs void of metal, and 
glasses without contorted bases 

With this in mind we proceeded to the 
design of a with a few set-in wall 
cases for bottles and packages on the right 
side of the customer entering the store. The 
walls are covered with redwood siding applied 
in diagonal fashion. Rather monumental, but 
very simple, are the counters made of the 


wor rds 4 


store 


same wood and resting on heavy legs. 

The overflow of stock was accomodated in 
two low towers evenly spaced in the center 
section of the store. Four wings with shelves 
meet fashion. They rest on closed 
bases with doors. They are 6 feet high, and 


in cross 
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—The left side of the room is occupied by the 
soda fountai Cust sit in chairs ot 
tables of regular height. . . . Below is the room 
without the two low display towers mentioned 
in the article. The rear of the store is cut off 
from the front by a slightly curved prescription 
counter highlighted by a recessed lighting cove 
in the ceiling above the counter— 





the top shelf can be reached without a ladder. 
Their tops are equipped with recessed pro- 
jectors throwing ample light up against the 
ceiling, while additional light is installed in- 
side of the wall cases in indirect fashion, 
coming through the frosted glass ceiling of 
the cases. The back of the store is cut off 
from the front by a slightly curved prescrip- 
tion counter highlighted by a recessed lighting 
cove in the ceiling above the counter. 

The left side of the store is cceupied by the 
fountain. A small corridor alongside the wall 
is 1 foot lower than the floor of the store. 
This allows the barmen to stand and serve 
meals while the customers can now sit on 
regular chairs and at tables of customary 
height. A touch of timeless country atmos- 
phere is provided by the black wrought iron 
torches on the fountain wall set against the 
redwood — siding. 

The exterior shows two heavy stone walls 


By KIM HOFFMANN and STEPHEN HEIDRICH 
Designers, New York City 


on which the slightly tilted wooden canopy 
The window glasses are set in at an 
angle to eliminate a maximum of reflection. 
The Herculite glass door is framed by red- 
wood sides which match the canopy and the 
inside walls 


rests. 
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olor Is Featured In Los Angeles 
L ey i Poeryany icon so hgratiecsod 


the coming spring 

“Scene at May Company 
Short Formal” 
nish Display 
in an attractive 
moting that 
of the two mannequins wore a black formal; 
photograph ) 
lettered in 


Wilshire—The 
somewhat pun- 
Stewart 
windows pro 


Bare was the 


reader Director Jim 
used series of 


much-discussed new style. One 


the other, a white one (first 
Ihe display 
black background ck 
floor to the 
levels to form an 
scrolls were 


white on a 
from the 


card wa 
ropes ran 
intersecting at various 
Black 
feel 
caused by the 


ceiling, 
mteresting pattern 
used to relieve any 


ing of harshness that might be 


wicker 


straight lines and angles of the rope 

Display Director Fillmore Lash used Cali 
fornia scenes painted on seamless paper for 
the backgrounds of his spring win 
Globe Department Stores, 
illustration. The 


opening 


dows at the two 


as seen in the second paper 


itself was green, with the scenes painted in 
various rose, chartreuse and deep 
green In the foreground a tree branch, 
painted shadow-rose, used to display 
accessories. A lighted lamp post placed near 
the single mannequin was painted dark green 
shadow-rose trim. The floor was 
Nile green with shadow-rose 
stones, and the entire display was set off with 
a green, scalloped frame 


shades of 


was 


with a 
covered in 


colorful 
accessory 


Ranking high in the list of 
dows this month is the recent dis- 
play done by Display Direetor Louis Craig 
at F. C. Nash & Co., in Pasadena. The copy 
on the display card read, “Your New Acces- 


win- 


—Upper left, by Jim Stewart, The May Com- 

pany-Wilshire. . Upper right, by Fillmore 

Lash, Globe Department Store. . . . Lower left 

and right, by Louis Craig, F. C. Nash & Co., 
Pasadeno— 


Blooming with Spring Colors”, 
and the window was set up as a hot-house 
shown here. A lattice framework 
was built against the window with one section 
set at an angle to simulate an open door— 
thus leading the eye directly to the merchan- 
dise on display. On one side of the window, 
in back of a section of the lattice framework, 
two white sawhorses and a couple of white 
planks formed a table on which potted plants 
were placed. But these were unusual and 
very special plants; the blossoms were acces- 
sories suggested by Nash’s for wear with a 
new spring outfit. On the other .side of the 
window, a mannequin wearing ,a complete 
spring outfit—including the featured acces- 
sories, of course—was shown. A_ broken 
flowerpot was used to support the reader. The 
background was a light green, highlighted 
with colored spots to give what Craig de- 
scribed as a “Springy feeling”. 

For a Valentine display, Craig used a big 


sories are 


scene as 
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—Top and upper center, by William F. Meiss- 
ner, Ohrbach's. . . . Lower center and below, 
by Paul C. Smith, J. W. Robinson Company— 


wallboard Valentine with humorous paper 
sculpture figures of a little boy and girl as 
his main prop. The figures were placed on 
large red hearts and showed the boy present- 
ing a home made valentine to the coy Miss, 
A single mannequin, wearing a bright valen- 
tine-red dress, was shown at one side of the 
prop. Navy blue and white accessories were 
grouped around the white streamer which 
carried the display copy, “It’s no Secret! She 
Wants a Valentine Gift from Nash's”. Blue 
and pink filters were used on the spotlights 
to add an additional touch of atmosphere. 

“Little Jewels in Little Hats” was the title 
of an interesting millinery window by Display 
Director William F. Meissner at Ohrbach’s, 
as pictured. It was one of those small, hard- 
to-handle windows, but it was done very 
effectively. A painted proscenium drape was 
used to frame the window. Millinery heads 
were set in gold wire hat boxes hung at 
various levels. At one side of the window 
was an open jewel box and plastic jewels 
were strewn across the floor. The background 
and floor were a tropic green, making a 
pleasing color combination with the green 
gold drapes. 

In the smaller side windows at Ohrbach’s, 
Meissner ran a simple spring shoe display. 
The central prop was a gnarled, moss-covered 
tree stump. Pussy willow and forsythia were 
grouped around the stump. Pastel painted 
ramps held the featured “Light and Easy” 
shoes, and the copy read “Light on your feet. 
Easy on your budget.” 

Suit fabrics were used by Display Director 
Paul C. Smith, J. W. Robinson Company, to 
set the stage for a series of windows pro- 
moting the nationally advertised Hunt & 
Winterbotham suits for men. Bolts of ma- 
terial were shown in the center of the window 
in large wooden frames, as pictured here. 
A length of material was fastened to the side 


By JOHN L. COONEY 


of one of the frames and drawn down in a 
graceful sweep to the arrangement of sample 
swatches at one side of the window. Against 
this background Smith showed a Hunt & 
Winterbotham suit and topcoat, together with 
the firm’s coat of arms. 

Paul Smith used native California desert 
foliage as the main background prop for his 
series of six spring opening windows. Tumble- 
weeds of various sizes, sprayed in Robinson’s 
spring colors, were fastened im manzanita 
branches together with other desert foliage 
(final illustration) In the center of this 
foliage and manzanita group was an armless 
mannequin made of copper chicken wire and 
wearing a garland of flowers rakishly around 
its waist. The unit also served to display 
suggested accessories for the spring outfits 
worn by the two mannequins used in the dis 
play. 

For a store-wide brand name promotion 

[Continued on page 82] 
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Spells Economy 


AREFUL planning in the arrangement 
and functioning of the display depart- 
ment at Ohrbach’s, New York City, 
has paid handsome returns. In planning the 
arrangement of his department, Andreas 
Hvorsley, the display director, designed special 
cabinets and storage bins with two purposes 
in mind: First, increased efficiency for de 
partmental operation; second, a savings in 
both space and expense The results have 
proved highly satisfactory 
Housed on the fifth floor of the Broadway 
building, the display department has a small 
entry room with a built-in) modern. style 
desk \ partition between the entry room 
and the first work-room has a_ pigeon-hole 
upper section. Staff members from other de 
partments wishing to have signs made for 
them by the display department's sign division 
leave their orders in allotted pigeon-holes, 
where they may pick up the finished sign 
when the order is completed. This is proving 
to be a highly successful way of handling 
matters, and results in the least amount 


of contusion and record-keeping on the part 
of all concerned 

Opening from the entry-way on the left 
is the door to Mr. Hvorslev’s office. The 
furnishings, all specially designed, make 
tremendous use of small space. A huge desk 
built into the wall kicks up to become a 
drawing table at the touch of a foot lever 
Boxed book shelves line the wall behind the 
desk. Built-in cupboards for supplies and 
Wraps surround two sides of the room and 


—The ship-board scene was used for the dis- 
play of gaily colored merchandise. . . . Upper 
right, ‘“Mid-Summer Money Savers” were dis- 
played before an interesting background of 
cut-out squares through which simulated boards 
were extended. . . . Lower left and right, in- 
terior and window tie-in for a ski-wear promo- 
tion. The moose heads were cut from plywood 
and painted flat white. . . . (Photographs by 
courtesy of Worsinger Window Service, New 
York City)— 
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At Ohrbach’s 


contain concealed storing 
surplus supplies. A with three 
enclosed shelves takes over the wall between 
the door to the entry and the door into the 


first work room permits 


compartments for 
sample case 


This sample 
items to be hung on the doors as well as set 
Closed, it is a flat wooden 
(they 
hottom) the 


case 


in on the shelves 
surface; when the doors are dropped 
are hinged horizontally at the 
a sample 

An alcove of the first 
drawing table, 


entire area becomes display 


room houses the 
supplies, and, on shelves behind 
the chair, a reference library for the staff 
artist. 

The department has its own wood working 
equipment, tor 
as properties. It is in the 
torying of lumber that the 
realized one of its greatest 
been built 

work 


constructing fixtures as well 
storing and inven 
department has 
savings. Racks 

walls of the 
department for 


have against the 


second room of t 
racks or bins are 


length boards 


storing lumber. These 
constructed to hold 


Spaces have been allotted for stowing small 


varying 
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scraps of lumber or boards which are cut 


away in the 
property or 


construction of a 
furnishing. The bins for 


particular 
small 
pieces are designed to permit easy access to all 
The 


when a design calls for the use of small bits, 


pieces pieces are carefully ted and 
the department knows what it has on hand in 
the storage bins to meet the Much 


otherwise go out as 


i need 
lumber which might 
scrap has been salvaged by such 


and Mr 


saved 


precaution 
Hvorsley states the department has 


several hundred dollars on its budget 


from that one item alone 


—'"'Let's Pamper Papo” said the card in the 
window above: the man's torso was divided 
into displayers for different types of merchan- 
dise. Upper right, match-mates for col- 
lege wear. .. . By the entrance to Hvorslev's 
office is a display case showing samples of 
fabrics and display papers. Lower right, 
port holes of large size flank the entrance to 


the Cruise Shop at Ohrbach's— 


By CLARA BALDWIN 


Such careful storaging is carried over for 


other materials. Special cupboards were de- 


though those 


other 


fabrics, 
over to 


housing 
turned 


signed for 


have been purposes 


since the department has been using only a 


minimum of fabric in its recent display set 


tings 

All items of equipment are kept in order 
For instance immediately after the Christmas 
staft 
members carefully dusted off each one of the 
packed 


would be in 


decorations came down for the season, 


thousands shiny alls and them 


into their containers so they 
order for another season 
When it comes to 
dows themselves, each window unit, of which 
four Fourteenth 
inner chamber or 


maintenance of the win- 
street, has 
work from 
leads into the arcade of the 
store, and other doors out into the 


there are along 


a small room 
which a door 
various 
windows served from that particular chamber 


The side units generally have two, one to the 


[Continued on page 80] 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: An important promotional event in 
the month of May is Mother's Day. This ‘'Re- 
member Mother’ display consists of one definite 
unit delightfully presented. 


Properties: An ornate frame serves to enclose the 
three figures consisting of mother, son and daugh- 
ter. Their attention is focused on Mother's Day 
gifts. Other gifts surround them on the floor of 
the window. Streamer with caption, ‘Remember 
Mother's Day’’ is laid across lower section of 
frame. Copy card is placed at lower right. 





Arrangement: Th y children's display is 
a promotior f hite made up of two 
nits, mannequir roperty Arrangement 

ea 


Properties: Mannequin nsist of two g 


boy npletely attired in white togs. Wt 


are shown in the background and they tie-up nic ely 
with re merchanaise. ¢ py ira ch wn at lower 


nant 
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Arrangement: Two units are noted in this spring 
display which may be used for Easter or Mother's 
Day promotions. Simplicity is noted in the arrange- 
ment. 


Properties: This display has an Easter air about it 
with its arched window as a background. A screen 
partly covers the window and in front of it poses 
a mannequin smartly attired in a navy suit. A 
large leafy plant adds to the atmosphere and copy 
card is flanked against this plant. 


1950 
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COMING UP 


Arrangement: Springtime is cleaning time and this 
display does a good job of promoting household 
items to make the task an easy one. Two units are 
noted here. 


Properties: The frame enclosing the display is 
designed of checked oil-cloth. The unit on the left 
consists of a group of house-cleaning aids lined up 
against checkerboard pattern linoleum. On the 
right is seen a pair of curtains on rods, in front of 
which is copy card and a grouping of pails and 
cleaning fluids. Mannequin is placed to tie-up the 
units. 


Arrangement: This student's wardrobe display con- 
sists of several elements neatly arranged and well- 
balanced throughout. 


Properties: This display is for back-to-school follow- 
ing the Easter holidays. Campus togs and sports 
equipment are shown, as well as books and luggage. 
Colorful jockey is shown at right with coat draped 
over its arm. 





























Arrangement: Two definite@nits are noted in this 
men’s shirt display. Merchofidise is limited. 


Properties: Three shirts ta%e the spotlight in this 
display. One is on a fo:§1, the other two are 
flanked against it. To the §ft, photographer with 
camera is shown about to “tke the setting. Copy 
ard is placed in lower foreground. The caption — 
Worth Taking’ —is suagessed for copy 
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Gold- 


windows tor 


BOGHOSSE, display 
blatt 
children's wear 

directed to the 


manager of 
used = stx 
that had a 


srothers 
carnival 
The 
high to a 


theme crowd 


children 


young 
p.ctured as “Riding 
carnival of fun” with th 
play department from a wooden barrel, painted 
white. The that pulled 
the cart pictured is a symbol of childish fun 


were 


prop made by the dis 


papier mache horse 


and music and Boghosse dressed it up tor 


yellow daisies 


hackwall and 


the occasion with reins of 


Tree branches on the green 
flooring of green grass set the scenes out ot 
doors for the outer garments worn by the 
mannequins 

Out of the 


for designs in 


Southwest comes the inspiration 
Western 
combed to a weathered desert 
Marshall Field & Co 
saddle leather and 
give authenticity to 
used for a 


furniture ot pine, 
bleached and 
designed by 

hand-tooled 


grathto 


tone and 
Insets of 
Indian carving 


these pieces. Colors display of 


living, dining, and bedroom 
those of the 


terra 


groupings are 
gray green and 
turquoise, Peru 
handblocked 
uphol 


desert sand 


cotta with accents of 


linen of interesting texture, 


Mayan 


and 


Vian 
designs, is the 
Local 


higures, 


with and Inca 


stery drapery fabric color is 


achieved by ecclesiastical 
Indian wood carvings, 
prints, black and 
Mexican tin masks for 
tables 


cocktail 


shades 


contempo 
colored wood 


Western draw 


rary 
block 
ings, 
Indian drum coffee 
hacks, a 
wheel bas« 


white 

lighting fixtures, 
steer head designs 
table with an ox 
that are draw 
Central 


on chair 
cart reed 


curtains, and ceramic lamps with 


American Indian characteristics 
view of the 
Field's 


is transported to the sun 


The second photograph is a 


entrance to this ranch type home at 


where the customer 
chiefly 


of early Spanisl 


country through modern adaptations 


American culture. The patio 


has light walls suggesting whitewashed adobe, 


flooring of terra cotta tile, a built-in barbecue, 


a fence of weather-beaten pine and a variety 


f cacti planted in a crushed stone yard, The 


Chica 
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Basil 


design director 


display is by Brown, decorator, and 
John Moss 

To celebrate the Chicago of 
“Cinderella” 
Quest 


with 


openmg in 


Disney's new picture 


ytton & Co., conducted a 


Cinderella” in cooperation 


Productions and a local news 


publicize the event a scene from 


reproduced by G. ¢ Bowen 


s State street win 


opy announcing the 
pages of a genuine old 
girls’ 


family album, directed entrants to th 


floor, for details 


epartment, eight 


er, display 
i Michigan 


attention on the 


manager tor Capper 


Avenue men's wear 
approaching 
attention of golf 
climates \ 


club 


captured the 


traveling to warmer 


a country scene 


the panelled wood walls 


of golf equipment and 


Offsides, shirts for active 


Argyle 


sports 
socks, 


along with 
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sweaters, and other pertinent necessities for 
golfer. (Photograph by 
A. Kuehn & Co.) 

Brothers devoted six windows to 
suits and dresses under the title 
Navy, Cruise through Spring 


smartness in fashions for 


the well dressed 
courtesy of F 

Goldblatt 
blue 
“Let's go 
decked in 


moment.” The 


navy 


your 
nautical were 
department under 
wallboard 


every scenes 


constructed by the display 


the supervision of J. Boghosse \ 


frame painted battleship gray was set inside 


with an 
Anchors 
frame and 


the permanent proscenium 


porthole 


opening 


to represent a large were 


cut from the four corners of the 
white cords that provided a pleasing 


added 


wheel 


hung o1 


ine drawing for the background and 


the desired perspective The steering 
a decorative prop in white, while acces- 


—Top, by J. Boghosse, Goldblatt Brothers. . . . 

Immediately above, by Basil Brown, decorator, 

and John Moss, Marshall Field & Co... . Left, 
by G. C. Bowen, Henry C. Lytton & Co.— 
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Of Treatments 


sories of red, pink 
accents 

After an absence of two years Jim Murray 
formerly display manager at the New 
State street 
management of display for 
Rothschild’s 


Because of 


Boston 


store, has returned to where he 
has assumed the 


Maurice | 


ton 


Chicago and Evans 


stores increased interest in 
Rothschild’s 
colorful t 
tempo ot Chicage s 


Many 


modernize 


women's wear, display at 


hecome more dramatic and 


form with the 
thoroughfare 


made to 


ness improvements 
the 
contemplated 
next 


heen window 


and many more are However 


the display pictured had men’s suits and 


shown in grafiite gray with casual 
ease reflected by tailored lines \ 
blanket of tie silk is threaded through a 
unit of 


black 


from 


topcoats 
their 
non 

simulating 
extend 


objective plasti granite 


and two poles through Its 
a container of green foliage for 
Phe 


with gray and the 
with burlap, painted rust 


center 


design interest plateaus are upholstered 


window walls are covered 


and black supplied color 


One of the most successful displays staged 
Henry C. Lytton & Ce 
to customer response and 
ability, borrowed the 
and Mrs the 
Half a window as 
cell for a 

Phe 


stripes were 


Sowen at 
trathe 
stopping fashion 
of Mr 


industry 


story 
from homefurnish ng 
converted 


Mr 


son-like 


mite 
Mrs 


blue 


a prison showing of and 


pajamas pajamas in 


and white modeled marine 


marital status humorously 
ball and chair 


bunk bed 


j 


quins whose was 


symbolized by a arrangement 


while the prison supplied display 
an alternate style of 


brick 


walls and 1 by I's 


space tor accessories ane 


pajamas. Cutouts of tragments ot were 


used to age the stone gray 


painted black barred the window glass for 


realism. The chained mannequins were duplhi 
cated for a 
promotion 


main aisle during the 


The striking displays not sold 


setting 
only 


—Upper left 
Capper. 


by Robert Rosser, Capper & 

. .. Upper right, by J. Boghosse. . . . 

Lower left, by Jim Murray, Rothschild’s. 
Lower right, by G. C. Bowen— 
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Mrs 
buying 
catchy 

apparel 


the 
but 


but sold them in 
originally 
when 


pajamas 
shopping 
two pairs 
fashion whim 
through the 

Mr. and 
spring at 
tomers 


pairs to 
herself 
confronted 
applied to 
ot display 
Bluebird were 
Roebuck & Co 
that “Spring is 
Sears” on 


tor 
with a 
wearing 
art 
Mrs 


Sears, 


harbingers of 
where cus 


were reminded here 


Save at and 
the 


Irame 


suits, coats, 
with 
costume An 
with 


desert 


dresses accessories to 


\laskan-blue 
a large cut-out 


complete 
floor and 
was set 


circle before a 


rose hackwall of fadeproof paper and 
two oversized, stylized bluebirds on the wing 
set off 


pictured here the framed mannequin was re- 


blue spring wardrobes. In the d splay 
placed by 
etc 


the fashion 


a white shelf unit for shoes, bags, 


with the same decorative treatment as 


windows. The displays were set 
and display 
interpreted for the State 
Douglas, display manager 
Pirie Scott & Co., employed eight 
{Continued on page 58) 


up by Sears’ 
department 


street store by A 


store planning 


and 


Carson 
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Elegance and Sophistication 


By DAVID H. ROSS 
Gruen and Krummeck, Hollywood 


EYOND all the problems of efficiency department store for women”. It draws its center room in the middle of which is a 
B and economy, the complex issues of clientele not only from among the women __ spiral stairway with a plastic rail connecting 
storage space and service planning, still students of nearby Leland Stanford, but from the center room with the mezzanine on which 
lies the crucial matter of architectural treat- among all the women residents of the San additional departments are located. Thus all 
ment and the handling of display to beguile Francisco peninsula. main departments of the store are immediately 
the customer, to attract her eye and her mind Gruen and Krummeck, the architects, de- accesible from the main room either by 
and hand to the acquisition of merchandise, signed the store to give a feeling of intimacy. ground level contiguity or by the st 
the true function of the store and elegance. This was accomplished by This spiral stairway boldly located 
Joseph Magnin’s in Palo Alto, Calif., is “a creating individual shops around a circular center of the room is, as well as being a 
convenience, a device of dramatic impact 
which exerts a most palpable lure to cus- 
tomer circulation. 

Because the store features a better class 
of merchandise, a salon—or high fashion 
type of operation was indicated for its layout 
and design. This also coincided with Magnin’s 
advertising, which clarions “carriage trade 


Neb orm tre a MR 


merchandise at pedestrian prices”. Careful 
consideration, therefore, was given to the 
problem of providing the proper display of 
merchandise in keeping with the feeling of 
intimacy and elegance which characterizes the 
store Restraint and smart sophisticated 
styling-——keynotes all displays. This is true of 
the display windows as well as the interior 





displays. There are five display windows on 
the side of the 
f the front entrance. In addition, Gruen 


wuilding and one on each side 


and Krummeck provided a wa!'l-case displ 

unit on each side of the main entrance vesti- 
bule for jewelry and accessories. With one 
exception, the architects made all display 


[Continued on page 84] 


—The imposing facade of Joseph Magin, Palo 

Alto, Calif., uses a silhouetted sign for identi- 

fication. There are two windows in the store 

front and five on the side. . . . Within the 

store is an atmosphere of elegance and so- 
phistication— 
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the new idea in display lightin 
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4 WAYS BETTER! 


© Better Swivel © Better Finish © Better Ventilation 
© New “‘Adapt-A-Unit” Principle 
—=_ 
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Principle 


Better Swivel! Better Finish! Better Be oP Se 

Exclusive free-floating double- And better looking! Soft, satiny Cooler operation means lamps New “Adapt-A-Unit” principle 

ball swivel with 360° horizontal, natural aluminum finish pro- last longer. Eight improved ven- means complete interchange- 

180° vertical action. Finger tip tected by infra-red baked tilating ports carry off excess ability of all Amplex Swivelites. 

control... unit stays put in any Amplex perma-coat. No paint to heat, cool the hood at the lamp Provides unlimited opportunity 

position. discolor or blister. socket. No heat-retaining paint. &. ange over fixtures to fit new 
isplays. 





AMPLEX CORPORATION MANUFACTURES A 
COMPLETE LINE OF DISPLAY LIGHTING 


AA 


Spotlights Par 38 Floodlights 


Fluorescent Tubes le > 
ee 


Color Ci 
and filters 


Modern in every detail, Amplex Swivelite fix- 
tures contribute a smart note to every display. 
It’s easy to see why Amplex Swivelites pay off 
in display lighting satisfaction. See for yourself. 
Write for new catalog and complete details. 
Amplex Corporation, Dept. 43, 119 Water 
Street, Brooklyn 1, N. Y. 


? 


amplex 


Manufacturers of Display Lighting Reflector Lamps * Colorbeam 
Display Lamps * Spotlights and Floodlights * Fiuorescent Tubes 
© Color Clips and Filters. 
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DISPLAY 


.-~on and off the record 





—Two displaymen and two dis- 
play factors pay a visit to C. O. 
Picard, well known Milwaukee 
displayman who has been ill. 
The displaymen are Hobert 
Weisman and Ralph Nevling, 
while the factors are (extreme 
left) Edward Arkow, Arkow-Lewis 
Associates, Philadelphia, and 
(right) John Sullivan, represen- 
tative of D. G. Williams, Inc. 
New York City— 


é 


oc. R. Conyers, Hud- 


on-Belk Company, 
Raleigh, N. C., and . , 
is father, C. L. Con- ’ ‘' —Trowbridge Stanley, president of the 
byers, at the December . L. A. Darling Company, and Mrs. Stanley 
Display Market Week leave the snow and ice of Bronson, 
Gn New York City. The Mich., for California. "Tobe made the 
geider Mr. Conyers en- trip to contact customers and survey 
Hloys getting together business conditions and current display 
with display people, trends-— 
fond is a regular at- 
Hendant at market 
8 weeks— 
H —Another couple 
photographed at the 
: ‘ ae December Display 
—Roy M. Bunting, Hadley's, Vancou- j F , ee Market Week: Mr. and 
ver, Wash., won the first prize given . eT Mrs. R. Feldman, Faye 
by the local Junior Chamber of Com- v Perm Displays, Ltd., 
merce for the best display making a . ' Montreal, making their 
tie-in with the fire prevention theme. ee , selection of spring 
At the left is the chief of the Van- : , colors from the line of 
couver fire department, making the Bulkley, Dunton & Co., 
presentation to Bunting— . New York City. Can- 
ada was well repre- 
sented at the market 
event— 


—Display group at the opening 
of the Sears, Roebuck Co. store 
in Guadalajara, Mexico. Left 
to right, Raul Quintero, Vicente 
Cerda, Guillermo Medina, 
Rafael Valencia, Eduardo Guit- 
terez, Senorita Guadalupe Quin- 
tero, Cruz Medellin (display 
and store planning manager of 
Sears for the Republic of Mex- 
ico), and Salvador Ochoa, dis- 
play manager for the Guadala- 
iora store— 
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HIGH MARK PAPER CORP. 


330 Tompkins Avenue 2333 West Ogden Avenue 
Stapleton, Staten Island Chicago 6 
New York Illinois 


Presents 


MAD 4 


107" Seamless Display Paper 


Never before in the history of the Display Business has it been possible to 
buy OUT OF STOCK in this width and color range a completely Flameproof 
Paper. This amazing functional paper does not lose its Flameproof qualities 
regardless of time or atmosphere. 


Will be carried in a minimum of 23 colors. In stock for immediate de- 
livery are the following colors: Azure, Vogue Blue, Delft Blue, Lime, Lettuce, 
Lemon and Bark. Balance of Colors now in planning. 


At the amazingly low suggested retail price of $6.95. Sample books on 
request. 


RETAIL STORES: Purchase through your local jobber 


FADE RESISTANT 


In 16 colors 40 hours noonday sun in August - Tested by Atlas Fadeometers 
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Suggestions By Bernard 


—These suggested displays are by Frank J. Bernard, T. Eaton Com- 

pany, Toronto, and are capable of many variations in treatment. 

The millinery window uses large, attenuated heads for the chief 

props; these can be of papier mache, cut from wallboard, or 

otherwise produced depending on the resources available. The 
veiling could be fish-net or actual fabric— 


—For an early summer display of blouses Bernard suggests a 

stylized bird and flower motif, something in the style of Pennsyl- 

vania Dutch. Here again many variations are possible. The pat- 

tern could be repeated in smaller form across the background, the 

prop could be in giant size and cut from wallboard, or a combina- 
tion of the two methods could be used— 


1950 
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Barton’s Bonbonniere, 
East 42nd St. Near Fifth 
Ave., New York, one of a 
chain of 28 stores using 
Sylvania Birdseye Reflec- 
tor Lamps. 


Super Spot Concentrator 


SYLVANIA 
ELECTRIC 














a“ 
HELPED MAKE THIS CANDY CHAIN 
GROW FAST...AND FAMOUS 


Sylvania Electric Prodacts Inc. 

Advertising Dept. L-1803 

500 Fifth Avenue, New York 18, N. Y. 

Please send me your new illustrated literature showing the 
complete line of Sylvania Birdseye Reflector Lamps. 


Name 





Store 





Street 
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World's Most Unusual Drug Store 


EW, if any, displaymen in this nation 
enjoy the novel working environment 


of the 
City, In 


display Webb's 
That's unfortunately, 
“Doc” Webb in this country 
Amer 


enterprise to 


personnel at 
because 
there is but one 
“Doc's” devotion to the foundation of 
system—trec 


ability 


ica's economic 


gether with his innate to out-Ring 


ling the Ringling Brothers, have resulted 


m what 1s recognized among retailers as a 
miracle of merchandising—Webb's City, Inc., 


The world’s most unusual drug store 





By L. A. KAVANAUGH 
Webb's City, Inc., St. Petersburg, Fla. 


“Doc” Webb is as unpredictable as a 
woman in a millinery shop. When he wants 
to sell cheese, for example, he doesn’t merely 
an order for a few 
He imports the largest 
2,480 pounds in chunk. If he 
to sell lingerie in the cigar store or aspirins 
in the butcher shop, he just that 
and the 

And if he decides to stage a fashion show 
in the that, too and 
in spite of the fact that the display depart- 


place hundred pounds. 


world’s cheese- 
one decides 
does 
people love it 


windows, he does 


ment had just installed their 1949 Christmas 
displays! 

Another fashion 
marquee of the store, which runs the full 
length of the building's front. And two 
days before this was held, the display de- 
partment still did not know that it was 
coming up. Figuratively and literally, the 
display department at Webb's City must 
be on its every minute; their duties 
include trivia as changing 20 
large windows with only one day's notice 
Why? Because the 34,000 customers who 
daily pass through the store expect the un 
wants them to have it. 
that at least ten customers 
each day in Webb's City, and 
inclined to think it is from 
from any other 


show was held on the 


toes 


may such 


expected and “Doc” 
Records show 
will faint 
many are 
astonishment rather than 
cause. 
The only item on which “Doc” refuses to 
merchandise 


entertain- 


undersell his competition is 
It is his flair for 
customer while he him mer 
chandise that has enabled him to rise from 
a $38,000 gross 25 years ago to an $18,000,000 


showmanship 


ing the sells 


gross today in a town with a winter 


lation of 100,000 
Twenty-five years ago “Doc” Webb opened 


popu 


in this city. On the same 
operates “44 different 
with the drug area 
alone grossing approximately $6,000,000 an- 


page 89) 


a small drug store 


spot today he now 


stores” under one roof, 


[Continued on 


—Above is a Valentine setting for Webb's City, 
while within the cage are the four members of 
the display staff. Left to right, E. F. Tanner, 
display manager; Bob de Pietro, construction; 
Art MacClure, interior, and L. A. Kavanaugh, 
assistant display manager. . . . Left, the store 
and its dynamic head, "Doc'’ Webb— 





- n every detail, 
the figures by which 
all others 


are judged 
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Good Merchandising 
Need Not Be Costly 


By W. E. HERBER* 
Account Executive, W. L. Stensgaard & Associates, Inc., Chicago 


"Too many stores get into a rut with their displays. 


They try to sell a 


fashion idea with an old technique, or they get involved with such a 
beautiful window or a beautiful interior display that they forget the 
basic fundamental fact that the only reason for display is to sell 


merchandise. 


If it doesn't sell, it's no good to you and the amount of 


money expended for it, whether a dollar or a thousand dollars, is wasted." 


HE mere spending of dollars will not 
increase sales. Spending of money, of 


course, is necessary in order to promote 


where you can 
consider invest- 
ment rather than an will be 


well along the road to good merchandising. 


and if you reach the point 


your promotion money an 


expense, you 
If your promotion dollar does not preduce 
idea which then be translated 
into a workable plan, dollar, or at 
least a portion of that dollar, is going down 
the drain 


a solid can 


your 


If 1 were to poll the assemblage gathered 
today we would probably get a lot of 
“Of course merchandis- 


here 
reaction that 
ing is necessary, but men’s apparel is dif- 
Men's fashions aren't like refriger- 
Let's stop for a minute 
and talk about what is Henry 
Callahan of Lord & that 
Fashion is the best 
of taste whether in 
furnishings.” We 
remarks to 


says 


terent 
ators, ete, ete.” 

fashion. 
Taylor 
exciting, the 


says 
new, the 
women's ap- 
can ex- 

every 


mens ofr 
parel or home 
tend Callahan's 
thing from 


include 
latest Christmas 


purpose, 


watches to the 


wrapping paper. For our let’s say 


that a fashion is the style accepted by a 


Sometimes it is 
fashion, 


sizable number of people 


easier to recognize what 1s not 


rather than what ts tashion 


is nothing and 
limited to 
intensely 


At any rate, fashion new 
certainly 
only We all 
interested in the 
look 

Lets 


certain degree 


fashion is not women 
know that 


way they 


men are 
look 


cent in the 


and the way 


they is 90 per way they 


tace it men are vain, to a 
rhe collar button 
tufts of 


world the 


dress 
only be 
show at 


open if a tew hair 


tell the 


comes 


the neck to males mas 


livered before the Men's Apparel Club 


culinity Men's fashions change slowly, 
but there is an intense desire on the part 
of men to make sure that what they wear 
is right though it may be basically 
the same article that was worn by grand- 
father many years before 

This desire of 


even 


men to be in fashion and 
yet to remain individually masculine has 
given birth to some of the knottiest mer- 
chandising problems that can find in 
any field in consumer goods today. But it 
is a good business and we think that the 
next ten years will be the greatest ever for 
the people who cater to men’s fashion 

The Twentieth Century Fund made a 
study some time ago. This study was pub 
lished under the title, “America’s Needs and 
Resources” and provides the basis for the 
points that we are about to discuss. 

Last year Americans spent some 22.4 bil- 
lion dollars for clothing which includes 
clothing and accessories, footwear, clean- 
ing, repairing and maintenance A con- 
servative estimate potential 
growth of more than 15 per cent in clothing 
expenditures over the next ten years 

This means that by 1960 Americans should 
billion year for 


you 


indicates a 


be spending 25.6 dolars a 
clothes 
Let's look at some of the results! By 
there will be 160,000,000 people in America 
10,000,000 more customers than there 
today 
The 
tinue in the 


1960 
are 


migration from farm to city will con 
next This will help 
the clothing business, for city people spend 
than people on 


decade 
considerably f 
clothes 

Our 


more farm 
working 
no better than an 
productive capacity, will 
Average 


entire population, if we 
increase in 


money 


have average 


earn more 
should go up to 


family income 


MARCH, 1950 


$4,029 in 1960 as against the 1950 average 
of $3,646. 

As family incomes rise, so do expenditures 
for clothing. Consequently the clothing 
business should get even more than its 
normal share of dollars from rising family 
incomes 

The expected increase in travel, especially 
vacation travel, and the growing tendency 
for Americans of all ages to participate in 
sports will also mean more dollars for 
people who make and sell clothes. 

All in all, the picture of the clothing 
business is especially good, but as in other 
businesses the greatest reward will go to 
those who see the opportunity more clearly 
and who set their plans to take advantage 
of it. 

Some of the important phases of these 
plans will be those things that have always 
been important good designing, pro- 
ducing a good article at a reasonable price, 
but possibly most important of all is the 
telling and showing of what you have to 
Selling must come before production. 
Factories only run on orders — stores only 
do business if they make sales — selling is 
the most important job of America today, 
to retain our present high standard of living. 


sell, 


Coming from the general to the specific, 
we think that as regards merchandise pres- 
entation, there are three ways that stores 
tell and sell the American public: 

By means of high style fashion promo- 
tions produced mainly because they add 
certain “class” to the store 

The price or volume promotion is designed 
to lure traffic. 

The best sellers promotion. 

Of all three, we believe the best sellers 
promotion is the most important, and yet 
the most neglected. Perhaps it is the most 
difficult. 

| think we purely high 
fashion this meeting. 
Your problem is basically gross dollars to 
keep the business running and net profit to 
make it worthwhile running the business. 
The pure fashion promotion, while it would 
contribute something, is not the answer to 
that problem. 

We have said that fashions for 
the most part change slowly. This 1s par- 
ticularly true in men’s apparel. Jecause 
they do change slowly, an ear to the ground 
generally gives sufficient advance warning 
that something on the way Right 
here is where we one of the troubles 
in retailing. We discover a new style or 
which looks good and which to show 
So if it is good, a few people 


forget the 
promotion at 


can 
style 


before 


new is 
find 


idea 
and promote 
buy it and then more and more people buy 
it and becomes a fashion, About 
this time, stores are ready to go 
on to the next new item and too willing 
to forget about the new fashion that just 
arrived. So they stop buying, inventories 
are depleted, sizes are out, colors do not 
provide a selection, and the business which 
should be gained goes down the street 
where the buyer sees the opportunity 


soon it 
too many 


Only through your own experience, care- 
ful observation and the studies of your 
records, plus keeping in close touch with 
the mind of the customer, can you be sure. 


[Continued on page 86] 





MARCH, 1950 


DISPLAY WORLD 


Laok fot the Tau 
ok fy The Taade Mank hifra - Chem 


A 

DM dwg [nor hade 
ane vu of Transparent S 
Quy uowe dud Yy udous 


< ») lau ) 
MV, Pactedtion wees 
plus \vibfly 


a8 ynitee gravel 


No. 518,754 
aaron Tse BET - 


centfy that by Be 


segenien © ; 
i 
we Me 1948 
bree ie 
peel Laer ool 
se re 
ree ete 
oan 


pat ate 


_ ate see 


‘ 
Transparent gnade CO. * cor 
. ‘under we jaws of the gue © 
nie yocated ot Los Anaele® Cantorn® and 
purines at $01 Nort Prgucro® atreet. LO An- 
geies 12 Califorms and une 
-mart shown If une ‘accompanying arawing. 
nM pROTECTIVE wit 
ass 32 porniture a > 
n . 


five spre 
mark #8 actually used in cor 
ine vrace-meare —_ 
= amined 10 tne 
ue registered 


noistery. ® 
showing tne — 
u08n 


-Ghem 
ts 
clue mod Paeapeat 
S Con Ot |Add wumt 
Tarun sal of Lod A 
port Shades tonto 
=r ta " A END TODAY FO 
me he cs ari FOLDER A cabins. 
= : ei ND sAueiie. 
den ii 


there } 
absolutely 


ybi1eation 


Inf 
nfra-Chem is made only b 
y Sy 


RAN 
aaa sree ot 
page acd SHADE BU ; 
st S Figueroa St., Dept Pa 
ngeles 12, California 




















DISPLAY WORLD 


wuscious easTers suit rou wet 


wee 


suits, COND FLOOS- 


a 
, 


40? 


4 
qv? so? 


MARCH, 1950 


a 


ae 
) 
x 1% _ 
° * 

o* 


w 
oo 


e Proper Signing Of Merchandise 


By JOSEPH APOLINSKY* 


Loveman, Joseph & Loeb, Birmingham 


the 


con- 


N recent 


present 


years st especially at 


tire have become 
can do 
off the 
counters and tables via display, both 


With 


mpetition 


scious of v job proper signing 


for them in’) moving merchandise 


shelves 
window business harder 


interior and 


these days and « 
every effort to 
dollar it 


merchandise he 


to get straining 


get the most of the consumer's 


becomes must that signing 


msiderable thought 


Not only im neatness and 


proper olor co t Il most import 


ant of all, signs value 


they can contribute 


informative descriptn 


they are endeavoring 


I was assignes 
chandisi 


an. excell 


in our store. | will attempt to give you some 
idea of operation 

Top management in my store felt we could 
certainly do a better job of signing merchan- 
were doing, so we called in an 
authority who made a 
recommended new 
with modern type 
terms brought to 
the fact that no 
was adopted, if they did 
effort back of it, it would fail 
ad done We all know 
that ideas and 
gone by the simply be 


our 


dise than we 


outstanding signing 


survey of our store and 


sign machine 


We 


top 


equipment 
also in no uncertain 
management's attention 


matter what plan 


not put every 


un as it | hefore 


from experience many good 
wayside 
did not 


enforced 


nl } 
Mans Nave 


cause top management police them 


nd see that they were 


—Instead of limited descriptive material and 

the price, cords at Loveman's now go into de- 

tail with selling copy. Typical cards from 
this store are pictured above— 


After attaining top management's assurance 
that they would do their part, we asked that 
a meeting of merchandise managers and 
buyers be called at which time the importance 
signing merchandise was pro- 
pounded; also they were informed of top 
management’s desire to do an improved job 


of properly 


of silent selling. 
At this meeting they asked to have 


their assistants present at a meeting the next 


were 


day and to bring along a piece of merchan- 
dise from their departments 
This 


ora 


the form 
improper 


their at- 


meet ng conducted in 
Explicit examples of 
signing forcefully brought to 
tention and at the same time it was explained 
should have done At this point 
like to some 


before the 


was 
clini 

were 
what heen 


| would samples of signs 
the improved and 


ones in use after the clinic 


give 


used clinic and 
more productive 
was held 


[Continued on page 85] 
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“Crowd Stoppers... Always Easier to Build 
With Versatile Douglas Fir Plywood 


You’Lt FIND rr easier to plan handle! Every lumber dealer can All These Advantages 
and build striking displays or supply you—and the coupon Are Yours With PLYWOOD 


sturdy, attractive fixtures... below will bring you one of the —_ @ piywood is real wood. It works with any 

with large, light, rigid panels of | most helpful booklets you've booth, enquires ne apeciet Saniing: 

Douglas fir plywood. It’s so ver- seen in many a day. Send for — @torge panel sizes speed your work, 

satile, so adaptable, so easy to “Sell With Plywood’ —now! ee ee 

@ Plywood is light in weight, easy to 
handle even in full panels. 


&, @ Plywood is strong, puncture-proof, split- 
We proof. Builds sturdy displays. 
Douglas Fir Plywood 


@ Plywood can be jigged to intricate 
designs, bent to pleasing curves. 





@ Plywood is easy to decorate and finish. 
aeectee Takes any finish easily. 











; @ Variety of stock panel sizes means less 
For displays and fixtures, PLYPANEL waste, lower costs. 


grade of Interior-type ply wood will be LARGE, LIGHT, STRONG 


most useful. It’s the “‘one-side”’ grade, @ Pane! strength mokes possible many 


REAL WOOD PANELS re-uses. Another saving! 


with one face suitable for a variety of 
finishes. Other grades of Interior-type 
plywood are available for uses where 
both faces of the panel are to be fin- niin cie ti one 
ished—and for outdoor signs, your 

DOUGLAS FIR PLYWOOD ASSOCIATION 


lumber dealer has waterproof Exterior- 
Please send me my free copy of the booklet “Sell with Plywood” 


type plywood, also available in several 

appearance grades. Send to the office nearest you: Tacoma Bidg., Tacoma 2, Wash.; 
848 Daily News Building, Chicago 6, Ill.; 1232 Shoreham Building, 
Washington 5, D.C.; 500 Fifth Ave., New York City 18. 


Ideas for You—Free! 
Full of ideas for window and interior displays 
outdoor signs and posters. Send coupon today! 








DISPLAY PUBLISHING COMPANY 


H. C. MENEFEE, President, 
NATHAN SILVERBLATT, Manager, 


‘ H, 


OUR PLATFORM 
+ The Promotion of Display. 
. More Display a Sig denies 
turer and Merchant. ” 
. Advancement of the Display Business, ] 
E <r ote to the Display Profession — 


i 

Svea Agicnisitda of Display's Power in. 

Marghoadising. : 
of “Our Editorial 
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Fifty Years Of Progress 
In American Display 


Elsewhere in this issue 
installment of an 


there is the first 
article tracing the history 
and development of American display during 
the first half of this century. Indeed it 
might be said that the article records the 
complete history of display in this part of 
the world, think of it 
today vears before 
1900 

The preparation of this 


since display as we 


dates back only a few 
article required 
an immense amount of research on the part 
of the editorial staff of DISPLAY WORLD. 
Old records were the main source of most 
of the information, and volumes dating back 
to 1900 of The Window, Merchants 
Record and Show Window, and DISPLAY 
WORLD were studied page by page in the 
attempt record of 
the development of during these 
50 years 


Show 


to compile an accurate 
display 
The temptation for the researchers was 
to over-write the article at greater length 
than accommodated in two. or 
three issues of a business publication 


could he 
There 
tempting happenings 
which it seemed necessary, at first thought, 
to include 
in the 
vear story of the 
tion could not be 
same reason. As a matter of fact, it would 
matter to write an entire book 
while a 


were anecdotes and 
eliminated 
brevity The year-by- 
national display 


but which had to be 
interests of 
associa 


recounted in detail for the 


be an easy 
on the national association alone, 
couple of 
written on the 
display from 1900 to 1950 

It is 
the steady 
from the days of the 


cluttered with 


book-length volumes could be 


single subject of American 
article 
display 
unshaded lamp in a 


interesting to note in. the 
inexorable growth of 
hundreds of 


window items 


DISPLAY WORLD 


of merchandise, to the clean-cut window 
and interior display of today. And equally 
interesting is the steady development of the 
display industry as the growing needs of 
display were recognized and met. Perhaps 
most impressive of all, however, is the rise 
of displaymen into the position of visual 
merchandisers of executive status. 

Nowhere will one find the slightest indi- 
cation of a slackening in the pace of dis- 
play’s advancement until the grim years 
of the early 1930's are reached, with the 
great depression enveloping the nation 
and this was no fault of the profession 
itself, but a_ reflection of the general 
economic situation. (As a matter of ac- 
curacy, the depression actually aided display, 
as is set forth in the article.) Once the 
limitations of the early days of display 
began to be thrown off, one by one, the 
profession developed at a truly surprising 
rate. 

It is easy to see this development as one 
surveys the progress of 50 years at one 
reading. What may not be so apparent to 
us now, as we look at 1950 display day by 
day, is that the profession and the industry 
which supplies its needs are advancing at 
an even greater speed. Today the mechan- 
good display are well known to 
thousands, whereas only a relatively few 
years ago they were known to but a few. 
Today various individuals, national 
advertisers and trade organizations are con- 
ducting research on different scales in an 
attempt to learn still more about what goes 
into good display and how it can be made 
still better. We are learning more about 
the use of color, of lighting, of dramatiza- 
tion, of how to attract more purchasers, of 
how the human eye and mind function and 
react to display. The requirements for dis- 
play personnel are rising almost yearly and 
their responsibilities are doing likewise 
The progress that was made in five years 
in the the century is being 
made in a single year or less at present. 

We predict that 50 years later, when some 
now unknown researcher will trace the 
evolution of display from 1950 to 2000 he 
will find it has gone ahead faster and to a 
greater extent than any other advertising 
medium with the possible exception of tele- 
The recital of display’s accomplish- 
ments during the next five decades will 
make thrilling reading 


ics of 


stores, 


early part of 


vision 


Rice Heads Display 
For Sears, Tucson 


Glenn C, Rice has taken over the duties 
of display manager at Sears, Roebuck & 
Co., Tucson. He was formerly first as- 
sistant under William H. Martindale of the 
Sears store in Salt Lake City. Rice is 
one of three who have been promoted from 
the Salt Lake City during the past 


two vears 


store 


Tesorero Mixes Display 
With Television 


John Tesorero, who resigned from Joske’s, 
ago in order to re- 
display manager 

In addition he 
productions for 


San Antonio some time 
turn to the East, is now 
for I. J. Fox, Ine., Boston 
is engaged in television 


stations in that area 
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Darling Brings Out 
New Men's Forms 

Three innovations in men’s forms have 
been announced by L. A. Darling Company, 
Bronson, Mich. One is a coat form which 
is said to eliminate the need for pinning or 
padding, while retaining the drape effects 
of the garments displayed. This form is 
jersey-covered and is supplied with a wal- 
nut or bleached oak neck block, or it may 
be had with a flesh enamel neck and 
throat for the display of open-neck sports- 
wear. 

Also announced is a molded rubber head 
designed to fit over the neck of any stand- 
ard coat form to add more life-like appeal. 
The neckline extends low enough to allow 
the showing of open-neck shirts with sports 
apparel. 

A new shirt form is said to use less space 
than the average form; this unit has been 
produced with low cost in mind, 


Fox Plastic Removes 
To New Quarters 
Fox Plastic & Novelty Corporation has an- 
and more con- 
138th street, 


nounced its removal to larger 
venient quarters at 113 East 
New York vn 51. 


Allen Heads Cte 
For San Antonio Store 
Formerly a free-lance displayman and a 
designer for a New York City studio, P. J. 
Allen is now with The Vogue, San Antonio, 
as display manager. He succeeds Aline 
Rather, resigned. 
Glaisek Directs Display 
For New Klein Unit 
Display at the new 
Klein, New York City, 
Rudolph Glaisek, display 
home store. 


Newark store of S. 
is being directed by 
manager for the 


“Men Only" Catalogue 
Issued By Siegel 

Nat Siegel, 39 West 37th 
York City 18, has brought out a 36-page 
catalogue showing mannequins, forms, 
wooden, metal and plastic fixtures, dis- 
players, heads, properties and miscellaneous 
display equipment. All the items shown are 
designed for men’s wear display, and this 
is said to be the first large-scale catalogue 
devoted exclusively to the presentation of 
men's apparel. Copies will be sent on re- 
quest to Nat Siegel 


street, New 


Staples-Smith Biswien 
Moves To Brooklyn 

Late in March the showroom of Staples- 
Smith, Inc., will be moved from 8 West 40th 
street, New York City, to the company’s 
building at 166 Smith street, Brooklyn. 


Magnani Mannequins 
Adds Rogers 

Formerly with the New York City office 
of the L. A. Darling Company, in a sales 
capacity, Max Rogers has joined Magnani 
Mannequins, of the same city. He will sell 
in the metropolitan area. 


iene Se 
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REPRODUCTIONS So Halheniic THEY LOOK LIKE THE REAL THING 


Wood Grains WS \ Marbles 


Leathers [xm SS 7 B hd Yo A Raffia 


THE WALLPAPER EXTRAORDINARY 


DI-LON reproductions are absolutely authentic, grounds, panels and display fixtures. DI-LON is 

hence their attractiveness! They add color, life and that “something new” you have been wanting to 

startling beauty to displays. DI-LON is sun- step-up the attractiveness of your display. 

fast, washable, durable. Write for literature, samples and name of 
Very simply and quickly applied to back- . your nearest source of supply. 


PERG LT LATE SRS TE ATER OS LL a 
THE DI-NOC COMPANY - 1700 London Road - CLEVELAND 12. OHIO 





ee America’s Largest Manikin Refinishers’ 


auc FACTORY-ON-WHEELS 


2.C. PENNY —~ : 
S DIANA STORES Ei Now touring the 


os. ee SOUTH 


Wheels on its first 
ae \ SEARS~ROEBUCK —~_ 


tour (the Mid - West) 
serviced the above top-rank- Ne 
ge Rin 


ing multi-branch retail outlets as 
well as leading department stores. Take 

advantage of this unusual, economical and Me 
convenient manikin refinishing service. Mail 


this coupon today! 


MADISOMA 


NEW YORK — 164 W. 25TH ST. © CHICAGO — 1125 W. LAKE ST. 
DALLAS — 1209 S. INDUSTRIAL B’LVD e PASADENA e SAN FRANCISCO 


§ MADISONIA, 164 W. 25th St., New York I, N. Y. 


[] We want your Factory-On-Wheels to Visit Us 
C) Send details of your services 


Store 
ddress 


pprox. No. of Monikins 


A 
City and State 
A 
Nam 


See eee ese eeaeeaeaesy 
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Here is the 


| DISPLAY IDEA BOOK 


you have waited for! 


In its 233 large illustrations you can 
clearly see how top flight displaymen 
develop basic display ideas into finished 
windows that sell goods. 
Times change; styles come and go; new 
props and accessories appear; manne- 
quins evolve; but once originated, 
really effective display ideas are ageless 
effective today and for many tomor- 
rows. 
director for 
foreword, 


As Gene Moore, display 
Bonwit Teller said in his 
“Of great use as a source of sug- 
gestions and as a standard of compara- 
tive performance.” 


ORDER YOUR COPY TODAY 
Price $10.00, postpaid 


ARCHITECTURAL BOOK 
PUBLISHING CO., INC. 


112 WEST 46TH STREET 
NEW YORK 19, N. Y. 








Use the Original, Quality 


SLEEVE FORMS 
SHIRT DICKIES 


Also Detachable Ties 
Top quality — made entirely of virgin 
material — but at no extra cost. 


THERE ARE NONE AS GOOD 


S$. BENDER 


The Originator—Established Over Thirty Years 
215 West 40th St.. New York City 18 














@ PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS 


DISPLAY WORLD 
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—James Gosling, display director for R. H. White Company, Boston, believes in showing 
refrigerators heavily stocked with groceries as they would appear in actual use. The food in 


this case is artificial, being made of molded rubber. . 


. . (Photograph by courtesy of Old 


King Cole, Inc., Canton, Ohio) — 


Display Firm Official 

Dies After Long Illness 
Hand, 40, 
Presentation, Inc., Cincinnati, 
in Christ hospital after a long illness. An 
industrial designer, Hand was one of the 
original incorporators of the company He 
was a graduate of Cornell university and 
was a member of the Society of Industrial 
Designers and Sigma Chi fraternity He is 
widow, three small children, 


Product 
recently 


Thomas L secretary of 


died 


survived by the 
two brothers, and a sister 


Two Booklets Issued 
On Douglas Fir Plywood 

Douglas Fir Plywood Association, Tacoma 
building, Tacoma 2, Wash., has released 
two new booklets which are available with- 
out charge on request. The first is the 1950 
basic catalogue, giving the various plywood 
grades, uses in construction, and plywood 
property information and construction high- 
lights. The second is a reprint from American 
Builder, and shows the use of plywood in 
light construction. 


—Four windows using the Arc de Triomphe reproduced on fabric for backgrounds were used 
recently by R. R. Jericho, display director for Lane Bryant, New York City. The showcard 


read: “A spring of fabric excitement . . 


. muted stripes in your suit jacket.” . 


. . [Photograph 


by courtesy of Decorative Displays, Maspeth, N. Y.)— 





ABACOT presents 


Sensational! 
3-dimensional 


LEAF 


LEAF 


(Patents Pending) 
*in Manhattan, Exclusively MACY'S 
till April 15th. 


A luscious green, rich-textured material of tough 
waterproofed stock. Use it for massed 
background—for hedges—around columns—pin 
blossoms to it. 


per roll 25" wide 8' long. 


DEEP EMBOSSED 


With raised texture you can see and feel 


NOW AVAILABLE 
IN SEVEN FUNCTIONAL PATTERNS 


These natural deep textured patterns are the 
finest ever offered the display field and come 
in sizes listed. 


Flagstone & Grass 28" x 20° 

Stonewall 28" x 20° and 48" x 15° 
Oakbark 28" x 20° and 48" x 15’ 
Brickwall 28" x 20° and 48" x 15° 
Lannon Stone 48" x 15° 
Timber 28" x 20° and 48" x 15° meat | «! a 

F Eee 

Drape 28" x 20’ ee ne ‘ t= 


geese 








: 
a a 


All Sculp-tu-rolls ; ee 


$4-95 


per roll LANNON STONE—48" wide x 15° long. Colorful blended grand 
canyon tones of yellow-orange and greys. 


We Manufacture Many Other Popular Display Items! 


@ DISPLAY CORRUGATED. eHALF-CURVE eQUILTFOIL eo LEATHERETTE FLOORING PAPERS 
e P. K. DIE-CUT VALANCES oe FRAMES-BY-THE-ROLL e@ ABROCADE eSCULP-TU-ROLLS oe 
Custom-made displays and materials for quantity users. 


FACTORY AND MAIN OFFICE 


ABACOT ispLays, INC., BEDFORD HILLS, N. Y. 








When you buy 
sign letters 
you want the best! 


MITTENS 
LETTERS 


The only brand 
you’re sure is PERFECT 


THE FIRST 
THE BEST 
THE TIME TESTED 


ONLY MITTENS 


{ 


SAVE rime... MONEY 
DISAPPOINTMENT... 
INSIST ON 


MITTENS LETTERS 


SmoothBack . 


Write for catalog and name of nearest dealer. 


MITTENS LETTERS 


Suite 2060 
2 West 46th Street 
New Yerk City 


MITTENS LETTERS 
Display Department 


280 Fifth Avense 
Redlends, Celifernia 
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CHICAGO DISPLAYS 
SHOW VARIETY 


(Continued from page 41) 


windows for an annual promotion of all 
phases of home furnishings (not illustrated). 
Room settings occupied part of the area, 
supplemented by individual showings of the 
main ingredients of home decoration, In one 
display a 9 by 12 nubby-textured wool chenille 
rug was suspended for a backdrop and 
covered part of the floor to give customers 
an idea of how the Eighteenth Century 
vignette grouping would appear in the home, 
and to emphasize the nubby texture 

Four additional color samples of the floor 
covering were staggered on suspended panels 
at the left, behind each of which were clear 
spots focusing attention on color and texture. 
A line motif of white cord led to a sign 
where the five colors obtainable were listed. 
Clement Bradley is director of display for the 
store. 

The opening of a new department store in 
a chain of six, serving Chicago's North Shore 
and suburban areas, marks another milestone 
in the growth of Wieboldt Stores, Inc. The 
first Wieboldt store was founded in Chicago 
in 1883 with a capital of $2,600. Today the 
combined gross sales have reached an annual 
figure of more than $60,000,000. William A. 
Wieboldt and his wife, the original founders 
(who are 93 and 9i years of age, respectively ) 
attribute the company’s phenomenal growth 
to friendly service. 

A much talked about feature of the new 
ultra-modern store, located at Church and 
Oak streets in Evanston, is the absence of 
windows. There are virtually no windows 
other than display areas at the street level. 
Above some of these windows is a permanent 
sidewalk canopy. Above the Church street 
entrance is a bank of large windows hung 
with fawn-colored draw draperies, with a 
balcony at the third floor level which pro- 
vides a pleasing break in the reinforced con- 
crete and face brick facade. Atop the build- 
a golden ball ...a “water-sphere” 
which rises 40 feet into the air. It is a storage 
tank for the sprinkling system, with a capa- 


| city of 75,000 gallons, adding an architectural 
| relief to the square contour of the building 
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Your Cetin is Com 
Aerrybreoke lecexs. 


—This display is by A. Douglas, Sears, Roebuck 
& Co. State street store— 


constructed for horizontal shopping on a mini- 
mum of floors. 

The three floors and basement that com- 
prise the store are lighted principally by 1,865 
fluorescent fixtures, recessed in the ceiling 
and protected by cellular shields. This is 
augmented by incandescent spotlights directed 
at merchandise displays and hidden behind 
grills set flush with the ceiling. 

A feature of suburban shopping is incor- 
porated in the streamlined store, designed 
for shopping ease and convenience. A glass 
enclosed over-the-street bridge connects the 
store with a double-decked parking lot that 
accommodates 744 cars at one time. A tower 
has been erected above the upper level to aid 
traffic in rush periods. Two attendants are 
in charge, with a direct telephone line to the 
station at the entrance. On the lower deck a 
system of lights has been installed to direct 
motorists. When desired, food packages are 
delivered at either level and picked up with a 
claim check at centrally located stations in 
the parking lot. 

Other package services are designed to 
save customer time, such as an electrically 
operated affair that carries packages to the 
cashier. Packages purchased on the second, 
third and basement floors can be sent to the 
ground floor service desk by means of chutes 
where they are held until the customer has 
completed her shopping or has enjoyed a 
leisurely lunch in the dining room where 
three meals a day are served, seven days a 
week. In the basement is the terminus of the 
chutes for purchases for home delivery. It is 
conceivable that a package could be pur- 
chased on any floor and be enroute to the 
customer’s home before she has driven away 
from the parking structure. 

Howard Oehler is in charge of display for 
the six Wieboldt stores. 


Davis Is Elected 
By Memphis Club 

Members of the Memphis [visplay Club 
have elected Rubel Davis, the Landres 
Company, to the presidency of the group. 
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Cincinnati Display Club 
Has Dinner Meeting 
Members of the Display Club of Greater 
Cincinnati met the evening of March 9th at 
the Hotel Sinton. Following dinner a talk 
on modern air travel was given by a repre- 
sentative of Trans-World Airlines, after 
which TWA’s color motion picture “Flight 
into Time” was shown. Films showing de- 
tails of an elephant hunt, deep-sea fishing 
and other sports followed. The program was 
under the direction of Jimmy Suttle, Dunlap’s. 
A business meeting concluded the evening, 
under the direction of Andrew Matzer, Roll- 
man’s, president of the club. 
Capital Merchandising 
Changes Name 


David and Michael Slonimsky, trading as | 
Capital Merchandising Company, 363 That- | 


ford avenue, Brooklyn 12, have incorporated 
their business under the name and style of 
David & Michael Sloan, Inc. 


Arthur Heiser Resigns 
From L. J. Charrot 

After 13 years with the firm of L. J. 
Charrot Company, Inc., New York City, 
Arthur j. Heiser, vice-president, has an- 
nounced his resignation as of April 1. His 
interest in the firm has been purchased by 
the corporation. Following a trip to California 
and Mexico, Heiser and his family will move 
to West Palm Beach, Fla., to make their 
home. 


Lawrence J. Charrot, president of the com- | 


pany, announces the election to secretary of 
Lawrence F. Charrot. Fred Schmehl is vice- 
president and Clarence Miller is treasurer 


Harry Jones Celebrates 
His 84th Birthday 

Harry Jones, the oldest active member of 
the display industry, celebrated his 84th 
birthday on February 22. Despite his age, 
he still insists that display is too interesting 
to abandon in favor of retirement and he 
shows up regularly at Adler-Jones Company, 
521 South Wabash street, Chicago. It was 
this firm that he, together with Joseph I. 
Adler, organized in 1916. 

Harry Jones was a pioneer in display, 
entering the field 56 years ago when he was 
hired by a store in Rapid City, S. Dak. Since 
that time he has held display positions with 
Chas. A. Stevens Company, The Fair Store, 
Hillman’s, and Mandel Brothers, all of 
Chicago. 

He and Mrs. Jones celebrated their 62nd 
wedding anniversary on December 19th 


Lehman Returns To Wyman’ s 
As Display Manager 


Paul A. Lehman has rejoined George 
Wyman & Co., South Bend, Ind., as display 
manager. He was previously employed by 
the store, but for the past three years had been 
with The Yeager Company, Akron 


Estes Handling Display 
For Several Bond Units 

Dave Estes, former president of the In- 
ternational Association of Display, and with 
Bond’s, St. Louis, now is acting as display 
director for several Bond stores in Ohio, as 
well as for Detroit and Flint, Mich. 
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No. 103 
App. 7 ft. high, 
trunk diam. 4" 


No. 104 
App. 6 ft. high, 


No. 102 
App. 5 ft. high, 
trunk diam. 


PALM TREES 


for your 


Summer 


Foliage of durable, 


Trims 


glazed green 


paper. Bark of trunk made of 3-ply 


crepe in natural brown. Jobbers’ Inquiries Solicited 





SCHEIER DISPLAYS 


5608 CHURCH AVENUE 
BROOKLYN, NEW YORK 

















THEY'RE NEW! THEY'RE SENSAT IONAL. Me 


UNBREAKABLE 


(White Rubber 


Compo sition ) 
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YOU SHOULD SEE... 


HOW 


REED and RATTAN 


WORKS WONDERS 
IN YOUR 
WINDOWS AND INTERIORS 


Stop in and see us at the Texos Hotel, Fort 
Worth, during The Southern Display Roundup, 
April 16 through April 19. Room 340. 


A. LUTZ 


3 West | 8th Street & New York I1, N. Y. e CHelsea 2-6264 
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= 
+ JOBBERS 
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RnN0OW... 


that we have dealt with them 


faithfully and with integrity for 
the past half century. 


Ours is no overnight romance 
but 50 years of mutual fair dealing. 


+ + + + + +H + HH KH 


MANUFACTURERS 


Teinploe &-Gons Inc 


Dept. D“ 28 NORFOLK “ST., NEW YORK 2, N. Y. 


+ + + + + + + HH HH 








02 THERMOSTATIC We Repair & Rubberize 
f= 
your old ynequin igs to loo } *w; thes 
FLASHERS will not slip ‘off poo bhi Ba Reve “tune _ 
TRY US 
RESTZERS New wigs made to order with special rubber base 


LOWEST PRICES 


3055 RIVER ROAD : ’ 309 Chamberlain Bld 
RUDY S e Chattanooga, "Tenn 
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NEW YORK WINDOWS: 
FROM RENOIR TO BALI 


[Continued from page 29] 


dale windows when Edward von Castleberg 
gave some spectators a nostalgic turn and 
gave all spectators a happy view of a senti- 
mental event. In each display of the series 
the central note was of some fortn of trans- 
portation in old-fashioned form: the balloon, 
the high wheel bicycle, the locomotive and, 
as in the accompanying illustration, the sail 
boat executed in white with gold trim and 
purple and pink cabbage roses with “To my 
Valentine” prominently painted on the sail. 

The girls, resplendent in their pink linen 
dresses, were properly coquettish with the 
one man on the scene who holds his bouquet 
of flowers out of view and obviously divides 
his attention between the girls and the assort- 
ment of gift ties and shirts. Papier mache 
cupids with red ribbon sashes were spotted 
here and there as onlookers to the romance. 
The Valentine scene framed in red and over- 
laid with white netting paper was profusely 
ornamented with different size tissue hearts 
in pink as well as garlands of hearts and 
flowers and gold paper braid. Frills of white 
lace paper edged the frame and_ perfumes 
were grouped in the right corner of a red 
padded brocade runner in the foreground. 

Coat hangers, quantities of them, would 
baffle many as a possible medium for window 
decor, but Display Director Gene Moore used 
them in a tour de force in the eight Bonwit 
Teller windows. Keeping them in their nat- 
ural wood finish, the hangers, all in one 
style, were hung upright and in inverted 
position to form a patterned backdrop. Sus- 
pended from a horizontal rod near the top 
of the window, this “curtain” was slightly 
spaced from the backwall. 

“It's the town fleece that’s the newest fash- 
ion” read the streamer message, the beige of 
the featured coat matching in tone the wood 
of the hanger. The gloves in the pocket tied 
in with the coat color while navy blue was 
chosen for hat, veil and flower. Wood 
shavings in natural color filled the floor of 
the window and the lower portion of the 
backwall glowed with yellow lights 

An illustration of simplicity in decor was 
evidenced. in a second window at Bonwit's 
when seamless paper was used with diversity. 
The white paper, abundantly cut with lacy 
motifs thus giving a very light and airy effect, 
was handled in accordion pleats to form a 
semi-circular background which near the top 
and bottom was invisibly threaded through a 
thin band of painted wood. “Stars from 
Molly Parnis’ Spring Collection” referred to 
the “star” who in this production wore a 
black and white check light wool dress with 
tiny white pique collar, a white hat with 
black veil, pearl choker, white gloves and 
highlighted the black and white theme with 
red shoes and a red carnation peeping from the 
left pocket 

\ panorama of vibrant color welcomed the 
spectator throughout the main floor at Lord 
& Taylor’s for the seasonal introduction of 
fabrics and accessories. Edgar Tallman, di- 
rector of interior display, chose life size cut 
outs of native figures in typical pose as ledge 
trims. The Balinese figure as pictured has 
all the rhythm and form associated with the 
type. Dramatically composed, the costume of 
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the sun-tanned figure combined peacock blue 
shantung with gold lame, furthered with the 
use of burnt orange satin ribbons. Fanciful 
cutouts—such as butterflies—of gold and blue 
brocade papers applied with gold flitter at- 
tained the effect of filagree design, these 
appearing on the ribbon loops, arms and head- 
piece. Natural roping attached to the figure 
from the dark green poling gave the sug- 
gestion of a captivating puppet. The poling 
making the frame was joined with natural 
colored raftia, those on vertical lines topped 
with a symbolic pineapple. 

An arrangement of tropical flowers and 
foliage in driftwood was balanced by woven 
wicker trays of colorful fruits in jcone shapes, 
which also made decorative props for acces- 
sories of gloves and straw handbags. On a 
neighboring ledge appeared a Mexican figure 
in characteristic pose and costume and so 
on through a series of ten differing native 
hgures. 

At Saks-Fifth Avenue, St. Valentine scored 
still another honor when Display Director 
Sidney Ring showed a pristine little cupid of 
starched white lace practicing with gold dart, 
against a white plastic heart edged with a 
plastic frosting. This motif was applied to a 
red fabric panel set before a background 
which was painted in an abstra¢t pattern of 
navy blue and green diagonal strokes 

According to Ring, the use of one or more 
mannequins in Saks’ windows depends entirely 
on the merchandise selected when the dis- 
plays are originally planned. As in this in- 
stance, the navy blue suits of Pauline Trigere 
“with her cuff note sleeves” merited a con- 
versation piece. 


Zaria Expands Service, 
Adds Salesman 

Franz Gobbi, head of Zaria, 404 Sixth 
avenue, New York City, announces that the 
firm is adding to its service a full line of 
display novelties, materials, papers, im- 
ported and domestic props, forms, heads 
and similar display equipment 

Harry Bell has joined Zaria in a sales 
capacity; he was formerly with Grimes Dis 
play Service, of the same city, as a sales 
representative 


Wortsmann Resigns 
Sales Post 


Gene Wortsmann has resigned as South 
ern sales representative of Schack's, Inc 
Chicago, after five years with the firm and 
has accepted the position of executive sec 
retary and director of Cotton Fibres, Inc., 
Atlanta. Before joining Schack’s, Worts 
mann was associated with Austen Display 
in a similar capacity for the same length 


of time 


“Gilding” Is Title 
Of New Book 

The George FE. Watson Company, Chi 
cago, has published a new technical book 
called “Gilding on Glass, Wood or Metal 
\ complete description of the characteristics 
of the various metal leafs, suggestions for 
their use, and the mechanics of applying 
them to different surfaces are given in 
detail 
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IMMEDIATE DELIVERY 


ON YOUR ORDERS FOR 


WIND-O-WIDTH 
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44 
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107° BACKGROUND DISPLAY PAPER 


Meets Requirements of Safety and Fire Regulations 


23 


DECORATOR COLORS 
A Quality Product Guaranteed by the Manufacturers 


GARRISON-WAGNER CO. 


2018 Washington Avenue St. Louis 3, Missouri 
AMERICA'S MOST COMPLETE LINE OF DISPLAY MATERIALS 














RUSTIC CEDAR POLES r Gn 
and SLABS Ae PT Not many lett of our 
CEDAR BARK brochure DW/68P on 
BIRCH POLES and BRANCHES eee, 0 Potion Forms, 


Write us today. 
RUSTIC FURNITURE CO., INC. 
“PARKCRAFT"™ 


Phones: 9-6479 or 9-6103 Z 
WILLIAMSTOWN, N. J. eg rh 498 Seventh Avenve, New York 18 
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ACTION 
STARTING 


SHERMAN 


SALES MAKERS 


This eve-cat hing trio can turn traffic 


into cash customers, 


fectiveness, Sherman 


Store 


-tested for best ef- 


3-dimensional color 


cut-outs brighten Spring displays quickly 


and easily 
new peak, 
Send tocay for 
your FRE# copy 
of the new Sher- 
man Spring-Sum- 
mer Display Guide 
packed with 
smart profit- 
making ideas 


new 


and bring impulse sales to a 








SEE YOUR DISPLAY 
DEALER OR WRITE 
FOR FREE CATALOG 
ON 3-DIMENSIONAL 
CUT-OUTS, PICTO- 
RIAL PANELS, VA- 
LENCES AND PHOTO- 
MURALS. 
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PAPER PRODUCTS CORPORATION 


Newton Upper Falls 64, Massachusetts 


tOS ANGELES 
1646 North Spring St. 


NEW YORK HICAGO 
220 Eost 42nd St, 414 sown Webdesh Ave. 
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DISPLAY WORLD Contest 


| Entries Pour In 


| S this is wr.tten less than two 
| A tnt after the initial announcement 
} of DISPLAY WORLD's international 
| display contest for 1950 nearly 300 indi- 
| vidual entries have been received. The in- 
terest in the contest on the part of displaymen, 
iations, and display 
and very gratify- 
ing to the trade 
| tions have requested reprints of the announce- 
| ment to send to their members; the latest such 
request is for 3,000 copies of the announce- 
national organization to send to 
cameras and other photo- 


| store heads, national assoc 
been remarkable 


Several 


firms has 


sponsors associa- 


ment for a 
shops dealing in 
graphic equipment. 

Perhaps typical of the letters received from 
displaymen is this one from Harry Kramer, 
Levy's Clothiers, Nashville: 

“It is a great pleasure for me 
to send you photographs for the 
contest for 1950. I think it is a splendid 
idea of DISPLAY WORLD to arrange an 
international display contest, and it is my 
opinion that this will give every display man- 
ager an inspiration to do something outstand- 
windows .. . 
retail 


to contmue 
display 


ing in creating successful show 
which will also help to increase the 
business of their firms 

“I am more than glad to tell you that I will 
send you more and more photographs of our 
show windows during the coming months.” 

In spite of the care with which the classi- 
selected in an attempt to in- 
possible types of merchandise, it 
has become necessary to add two new groups 
to the original list of 100. First is that of 
advertisers’ display units, as mentioned in the 


fications were 


clude all 


—Above is the entry selected for the gold 

medal award for the month of March, It is 
| by Elmer C. Diehl, the Bon Marche, Sacra- 
| mento, Calif.— 


February, and which has _ been 
assigned classification No. 101. Second is 
classification No. 102, which is “miscellane- 
ous”. There was a natural reluctance to add 
this latter group due to its ambiguous nature, 
but there are types of border-line merchandise 
which do not logically fall into a more clean- 
cut group. An example is electric shavers, as 
pointed out by Arthur Burke, field office dis- 
play advisor, Electric Shaver Division of 
Remington Rand, Inc. 

Winner of the gold medal for the best 
display entered during the month of February 
was Elmer C. Diehl, the Bon Marche, Sacra- 
mento, Calif., for the beautifully done window 
pictured above. 

The monthly awards are made for the 
photographs received by DISPLAY WORLD 
during a given month, rather than depending 
on the dates they were installed or mailed. 
Thus an entry mailed on February 27 and 
received by DISPLAY WORLD on March 
1 would be judged with others received dur- 
ing March. 

As outlined in the rules appearing elsewhere 
in this issue, 315 awards will be made in this 
contest a gold, silver, and bronze medal 
for the top three displays in each of 102 
classifications, plus a gold medal each month 
for the best display in any classification en- 
tered during a 30-day period, plus three top 
awards consisting of gold, silver, and bronze 
plaques which will be awarded the individuals 
compiling the greatest number of points in the 
contest. (Winning a first prize means three 
points for the entrant, second prize two points, 
and third prize one point. No points are 
awarded for winning the gold medal given 
each month, but of course such winning 
entries will be judged along with all the 
others in its classification at the end of the 
contest. ) 


issue for 
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PUT ATMOSPHERE AND ACTION summer DISPLAYS 


with this 
TROPICAL BEACH SCENE 


A Popular 
“PHOTO-MURAL 
FABRIC" 
Window Background 





How could you conceive of a better setting for your 
summer displays than this magnificent beach scene? 
It has everything you would want to add glamour to 
your showings of summer and rts wear. One of the 
most popular numbers in the Photo-Mural Fabric back- 
grounds. Does a specific job and does it well. 


100 Inches High by 
210 Inches Long 


In four- and five-panel units, 
each 42 inches wide. 


Ten other scenes available: Garden Scene, New York 

Skyline, Stairway oo House F iewon. Are de 

e Tri hi Paris), A i . Winter 

Design No. 8 — TROPICAL BEACH SCENE — In Tones of Green womphe{Paritl:, The Acropolis, (reese). ames 

Five Panels - « + $75.00 Woodland Scene, Snow Scene and Cherry Blossoms in 
Washington. 


ORDER DIRECT FROM US OR THROUGH YOUR FAVORITE JOBBER 
57-57 63D STREET, MASPETH L. |., N. Y. 


DECORATIVE DISPLAYS Phone EVergreen 6-0400 




















AMF Co 





“CROSS WORD” 
From a 
Display Man 

in Years! IN CIRIE|ASI|E 


























Creators of Papier Mache 
and All Plastic Products 
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American Model Form Company, inc. 
38 Greene Street, New York 13, N.Y. CAnal 6-8259 
Write Today for Descriptive Catalog and Prices 
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FEATURING: SPEED ... SIMPLICITY .. . LOW OPERATING COST 
..» LONG LIFE 


Used for over fifteen years by leading national chains, Many have from 50 to 500 or more in use 


MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 
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DISPLAY EQUIPMENT CO. 


BOX C-144 ADRIAN, MICH. 
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Dont Compromise on Quality... Sure its a 


MULTI-FIT WIG 


NO MEASURING @ NO GUESSING e EASY to USE e ECONOMICAL 
Look inside the wig for the MULTI-FIT trademark 


your guarantee of perfect satisfaction. 


MULTI-FIT WIG COMPANY 


35 WEST 36TH STREET NEW YORK 18, N. Y. 
Contact your jobber for the new 1950 wig style chart. 
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| Another Record Added 


THE $s” SHOW CARD and | 
POSTER MACHINE | t 

| for bonefish and permit taken on light tackle, 

| Jim Logan on February 11th rounded out his 


By Jim Logan 


Not content with setting two world’s records 


fishing achievements by taking a blue marlin 


| weighing 165 pounds. Taken on 6-thread, 18- 
| pound test line off Palm Beach, Fla., the fish 


—Jim Logan and his world's record blue marlin, 
taken on light tackle— 


set another world’s record for this class of 
tackle. As a matter of fact, no blue marlin 
of such size had ever been taken on 6-thread 
line before. The marlin was 8 feet 6 inches 
long (an estimated 12 inches of its bill had 
been broken off before being caught), had a 


| girth of 40-4 inches and the tail was 38-4 


inches wide 
Logan's fight with the big fish lasted 2 
hours and 20 minutes, during which time it 


|} jumped nine times. Local papers described 
| the catch as “the most spectacular angling 


accomplishment in the fishing history of the 


| Palm Beach area”. 


Logan is a sales representative of Schack’s, 
Inc., and Dazian's, Chicago. 
Gault Leaves Stevens; 

Elliott Takes Over 

Following the resignation of Arthur Gault 
as display manager of Chas. A. Stevens & 
Co., Chicago, Bruce Elliott has taken over the 
duties as head of the department. With 
Stevens for 20 years, Elhott was display 
manager for seven years, but in 1948 was 
made head of construction and plant superin- 
tendent. He will continue in the latter post, 
in addition to directing display. 











We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course, 
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ALLIED DISPLAYS 
ALLIED ELECTRONICS 
ARTISTIC DISPLAY 
AUSTEN DISPLAY 
BALDWIN DISPLAYS 
BRUNN & BERTHEIM 
JACK CAMERON 
CARRATA MANNEQUINS 
JACK CASTLE 

L. J. CHARROT 


WELL BE SEEIN’ YOU’ ALL 
IN COWTOWN APRIL 16! 


SEND HOTEL RESERVATIONS 
PRONTO TO 
MR. RAY MANNING 
HOTEL TEXAS, FORT WORTH 


E. P. COFFEY 
DAZIAN’S 
DECORATIVE PLANT 
DISPLAY EFFECTS 
EVERETTS-SOPER, INC. 
FAVREX DESIGNS 


DISPLAY WORLD 


THE TOP DISPLAY DESIGNERS OF AMERICA 
HAVE BEEN CORRALLED FOR THIS FIRST SHOWING OF 
FALL DISPLAYS IN THESE ENTIRE UNITED STATES 


CHECK THESE FAMOUS BRANDS 


FOX DISPLAY CO. 
GARDNER DISPLAY 
GARRISON-WAGNER CO. 
EARL W. GASTHOFF 
GENERAL DISPLAY 
GRANT & SONS 
GRENEKER CORP. 
DAVID HAMBERGER 
HERBERT A. HECHT CO. 
KORRECT-WAY 

A. LUTZ 

MARSHAL E. MOODY 
THE MORGAN CO. 
NARDIN! DISPLAY 
NATURAL CREATIONS 
OLTMAN’S 

PACIFIC PROMOTIONS 
ALLEN POLLARD 

LEO PRAGER INC. 
RAINBOW PLASTICS 


RIP STUDIO INC. 
ROYAL DISPLAY 
SCHACK’S 

SCHEUVER CREATIONS 
NAT SIEGEL 

SILVESTRI ART CO. 

BOIS SMITH STUDIOS 
SOUTHWEST FIXTURE CO. 
SPARKWAY DISPLAYS 
STAMMIRE’S STUDIO 
STANDARD FIXTURE CO. 
DAVE STARKMAN 

W. L. STENSGAARD 

1. K. STEVENSON 
TIMELY SERVICE 
VAUGHAN MANNEQUINS 
FREDERIC WEINBERG 
PHIL WEINBERG 

D. G. WILLIAMS INC. 
W. M. ZEPPEN-FIELD 








REALISTIC 
FIREPROOF - 


SNOW TEXTURE 


LIGHT WEIGHT 
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Be Sure to 


Include Versatile FROSTEE BLOCKS 


Spring and Summer Budget 


Sold by 
LEADING DISPLAY JOBBERS THROUGHOUT 
NORTH AMERICA 


in your 


Manufactured by 


FROSTEE SNO CO. 
ANTIOCH, ILLINOIS 











ar 
windows! 


it's YOUR GOLD — 

represented by the 

costly merchandise, 

displays, fixtures, rugs, 

etc., in YOUR WIN- 

DOWS. And it needs protection against damage 
caused by sunfading. 


NOW! To Protect the Gold in 
Your Windows 


THE SUN SHADE CO. 


announces a brand new development 


Sette ty teeth hte fet, webbed dh bbe bees 
as = a iN. 


After years of extensive research, the Sun Shade 
Co. has ‘‘discovered"’ Gold — CLEAR GOLD! This 
revolutionary new Sun Shede color keeps OUT the 
sun's damaging, rays lets shoppers see IN 
6: Guaranteed Sun Fading Protection 

3@- Greatest Transparency Yet Achieved 

i@ Enhances the Beauty of Your Window 

An Exclusive Sun Shade Product 


oe: 


BEWARE OF “FOOL'S GOLD” 


Like gold, there is only one genuine SUN SHADE. 
Yet there are many imitations — with similar looks 
or even similar sounding names. Beware of these 
imitations — for you DON'T GET A SECOND 
CHANCE WITH SUNFADING! As always, it pays 
to buy the best! 


THIS TRADE-MARK 
is YOUR 
UNCONDITIONAL 


GUARANTEE 


Be bebe ety fetes 


(COLE: tor JOBBERS 


Hundreds of dealers and agents throughout the 
country are making BIG profits selling SUN 
SHADES. Write today for details on exclusive 
territories in your area 


FREE: Send for Samples Today! 


Patented 


PSSSSSSSSSSSSSSS4S88888888S2888 
8 Please send samples of the new CLEAR 
8 SUN SHADES 


Also send a copy of your brochure. 8 


Store Name 


> 
+ 4 


meer cee ee 
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CO. 


Shade 


THE SUN SHADE 


781.83-83 Chancellor Ave Irvington 11 Mew Jersey 
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Point-of-Sale Symposium 
Scheduled For April 


The nation's leading designers and manu- 
facturers of point«f-purchase advertising 
material will display their products at the 
two-day exhibit and fourth Annual Sympo- 
sium sponsored by the Point of Purchase 
Advertising Institute at the Waldorf Astoria 
hotel, New York City, on April 11-12. 

An estimated audience of 10,000, including 
top sales, advertising and administrative ex- 
ecutives is expected to attend the exposition, 
where 52 exhibitor-members will demonstrate 
developments in the field of “advertising at 
the pay-off point.” 

More than 1,000 advertising and sales ex- 
ecutives and advertising agency heads will 
attend the symposium-luncheon on April 12th 


| to hear spokesmen for leading users of point- 


| of-sale material discuss their own companies’ 
| merchandising through the effective use of 
| this medium. 


| sium will be the “tie-in theory”, 


A main topic of discussion at the sympo- 
which will 


| illustrate the advantages of unified planning 
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by advertisers, their advertising agencies and 
point-of-purchase specialists. Speakers will 
show how joint planning results in clinching 
the final sale at the retail level, according to 
the sales performance of many outstanding 
products. 

The exhibits will feature floor, counter and 
window displays; signs of every type, in- 
cluding wood, metal, glass, plastic and lithog- 
raphy; electric displays and flashers; self- 
service counter dispensers; sound and motion 
displays, and other varieties of consumer and 
retailer sales aids. 

Many new devices utilizing animation and 
sound, along with ingenious three-dimensional 
displays, will be presented for the first time. 

“This exhibit and fourth Annual Sympo- 
sium will eclipse previous expositions of the 
Point of Purchase Advertising Institute and 
will be a challenge to planners of future 
shows,” said John M. Palmer, president of the 
Institute. 

“In 1949, more than a half billion dollars 
was spent on point-of-sale display material 
by a diversity of companies who learned what 





| ARADE PERSONALITIES No.83 .. . . . by TUPPER 








Lewis BEGAN HIS CAREER WITH THE STUDY OF 
ADVERTISING ART AT THE SCHOOL OF INDUSTAIAL 
DESIGN , PHILADELPHIA. CAME THE DEPRESSION, 
AND HE GAVE UP THIS IDEA TO DEVELOP A POSTER- 
IZED TECHNIQUE FOR DISPLAY THAT 


Z| 


; \ ; pete ~ 
Desionen AND INSTALLED 
DISPLAYS FOR PHILADELPHIA 
FIRMS, LATER BECOMING 
CHIEF DESIGNER & CONSULTANT 
FOR A LARGE DISPLAY HOUSE. 
SEVERAL YEARS LATER HE 
OPENED HIS OWN BUSINESS 
IN NEW YORK CITy. 


In 1945 HE 
JOINED WITH 
£D ARKOW 70 
FORM THE PRESENT 
COMPANY, WHICH T0- 
DAY IS NATIONALLY 
KNOWN FOR THE DESIGN 
AND PRODUCTION OF UNUSUAL 
DISPLAYS FOR MANY TOP 
STORES. LEWIS HAS A CHARM: 
ING WIFE AND TWO CHILDREN, 
EUGENE 9, AND GLORIA 6. 


a 


Hospits: v> FSS 
PHOTOGRAPHY, SCULPTURE CERAMICS 


ARKOW-LEWIS ASSOCIATES 


PHILADELPHIA 
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a potent factor this type of advertising is in 
creating impulse buying,” Palmer said. 

“For example,” 
of all candy sales are impulse purchases, the 
result of point-of-sale presentation to the 
customer ; 60 per cent of all department store 
sales and 75 per cent of all variety store sales 
are also impulse buying created through the 
intelligent use of point-of-sale displays.” 


New Type Displays 
For Liquor Firm 


A new kind of display program for the | 


liquor industry has been announced by Paul 
P. Fischer, advertising manager of Bellows 
& Co With the 
four seasonal units for the yeat, Bellows is 
introducing precedent-setting displays of ply- 
wood keyed to keep pace with the 
trends in modern promotion and design 

Each display fits together like a 
jig-saw puzzle when packed for shipping. 
Separated into several parts an! assembled, 
the pieces of the jig-saw become either 
colorful backgrounds or shelves and holders 
for merchandise. Brilliant colors and semi- 
abstract forms make these displays traffic- 
stoppers. 

Seasonal themes provide motifs for the four 
displays, the first of which is the spring unit. 
This will be followed by summer and autumn 
and winter units constructed in the same 
functional form, but each completely different 
from the others in color and shape. 


release of a series of 


newer 


large 


he added, “Ninety per cent 





As an |} 


aid to liquor retailers in coordinating interior | 


with the window display, counter units which 


carry out the themes of the larger displays | 


have also been released. 

According to Fischer; 
time that the principles of modern functional 
design, used so successfully in architecture 
and furniture, have been applied to liquor 
displays to create a different and dramatic 
kind of visual promotion for the industry.” 


Atlanta Firm Appoints 
Jones To New Post 

William A. Jones has been named display 
director of the new George Muse’s 630 Shop, 
Atlanta. The announcement was made by 
Morris Yuspeh, spokesman for the company 


The new Muse’s 630 Shop, located on famous 


Peachtree street is one of the South’s most 
modern and elaborate women’s specialty 
shops. This is the second branch store of 
Muse’s, “The Style Center of the South”. It 
opened February 15th. 

Jones began his display career in a men’s 
clothing store as assistant to Eugene W. 
Turner, and held this position until he joined 
the navy in 1942. He saw duty in the South 
Pacific with CASU Unit 32 and later was 
made art editor of the naval publication, 
“The Flyer”, while he was stationed on Maui 
in the Hawaiian islands. Returning from the 
service, Jones found that Turner had moved 
to the George Muse Clothing Company, and 
in January, 1946, he joined the staff there. 
In the fall of that year he was made first 
assistant to Turner 

In addition to his work as a display artist, 
Jones is an artist in his own right. He 
studied art at the High museum in Atlanta, 
and the University of Georgia. Many of his 
watercolors and paintings have been shown 
throughout the country 


“This is the first | 
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INSTALLS 
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display: 


No longer a display man's dream, 
the idea of hanging merchandise at any height in any position 
is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hanging 
objects can be moved instantly back, forward, left, right, up or 
down to suit the design of the window. All the dramatic tricks 
of the stage are at your immediate command with the Seel- 
ingrill. The Seelingrill permits you to trim heavy yet look light 
. and all of this NOT IN 10.HOURS PER WINDOW 
BUT IN 1 HOUR! (Proven by actual time study tests.) 


SPECIFICATIONS: Seelingrill is a spot welded grill of %4” 
square steel, laid out in 6” 


TsO ccs BH 
4x8 ...... 38.00 
Ceiling Toggles — .35 each 
(6 required for 3’ x 6') 
(9 required for 4 x 8) 


ORDER TODAY 


Division of Visual Merchandising, 





460 W. 34th St., New York 1, N.Y. 


BRyant 9-5750 











the department store of art materials 


products for the display shop 


We do more than sell display materials at 
Arthur Brown & Bro. We sell the makings 
of display ideas that give you a chance to 
use your own ingenuity; to adapt professional 
display essentials to your own unique dis- 
play needs! Here are two ingenious display 
helps that will arouse plenty of interest. 


MODEL O OPAQUE PROJECTOR 


yy 


Project a life-like screen image that's 4 ff. 
squore or lorger, and make precise, true-to- 
life sketches! 

If you need a large sketch in a hurry, you've 
only to place the Model O over the object 
in question whether it's a photo or the 
actual item and you'll get a larger-than- 
life image from which you can make an ac- 
curate sketch! 

Projects an area 5° «x 5" at one time, or 
sarger area 4 section at a time 


Complete with lamp and 
8 f. cord plug............ $29.50 
LARGE PROJECTORS TOO! Send for descrip- 


tive folder showing entire line of opaque 
projectors 


MITTENS DISPLAY LETTERS 


ay ‘5 Sy, 


COPYRIGHT 1949 MITTEN'S DISPLAY LETTERS 


These 3-dimensional letters are ready to use 
at once! They're inexpensive, they come in 
beautiful modern types, they’re quick to 
handle! 

Note to ingenious display men: Mittens letters 
are as bright as neon when you gild them, or 
highlight them with shiny bead fragments! 
Send for folder showing complete listing of 
Mittens displey letters 


Visit America’s Largest Art 
Supply Center 


| 
the department store of art materials 


Arthur Brown & Bro., inc. 
2W 46thSr NOY IO NY 


mere Open Thurs 
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FIFTY YEARS OF DISPLAY 
IN AMERICA 


[Continued from page 27) 


adorned with rows or sprays of painte] 
fruit and flowers regardless of what mer- 
chandise was displayed. But it was about 
this time that an occasional “modern” card, 
as it was called, made its appearance—neatls 
lettered, with white space used well, and 
simple layout 

1909. Apparently finding it difficult to break 
away from the old tradition of massive 
displays, displaymen continued to pack their 
windows and interiors to the limit. Most of 
the “simple” displays were found in a few 
large cities and only one or two stores in 
such communities were experimenting with 
the idea of showing less merchandise occa 
sionally Permanent window backgrounds 
continued to be the rule, although some 
displaymen were covering them with fabric 
or painted panels. Little attempt was made 
to show merchandise against a backgroun] 
color which would make the goods stand out 

a simple rule that every displayman fol 
lows automatically now 

Incidentally, the displays taking the most 
time to prepare and install in these days 
were those for hardware. Literally thousands 
of items were shown in only one window, 
arranged in elaborate patterns or geometrical 
figures, worked up into locomotives, auto 
mobiles, pyramids or other fanciful shapes 


The National Association of Window 
Trimmers of America continued to be the 
official organization of display and conven 
tions had been held each year since its 
formation. In 1909 C. B. Grover, of Ottawa, 
Ontario, was president of the group. Arti 
ficial flowers still dominated display. Chicago 
was definitely the center of the infant dis 
play manufacturing industry and was to 
hold this leadership for many years to come 


\round this time there was a distinct 
trend on the part of some stores to use 


extremely elaborate backgrounds. These took 
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the form.of garden scenes above which 
could be seen trees with a peacock perched 
at one end of a wall and a boxwood tree in 
stylized form at the other end. Or another 
typical setting might have four columns 
against the background, topped by palms and 
with enormous sprays of wisteria suspended 
in practically every available space. Draping 
of blouses or dresses on wire or mache 
forms was attracting considerable attention 
among displaymen, and two of the leading 
of this art were David B 
Brothers, Dallas, and 
Altman’s, New York 


supporters 
Chambers, 
Herman Frankenthal, 
City 

Community parades were held frequently 
and retail displaymen had to be adept at 
planning and executing floats. Practically 
all of them were horse-drawn, although an 
automobile or 


Sanger 


occasional motorcycle was 


used as a float base 

1910. Display 
from the architecture of various periods and 
countries started making their appearance 
this year. Classic Greek motifs were among 


themes taking their origin 


the first to be so employed, followed closely 
by Roman, French and Egyptian. 

That display technique was still in its 
infancy is indicated by the fact that a 
number of stores bought devices to revolve 
lamp bulbs as an attraction to their displays. 
As the advertisement for the gadget stated, 
“Whirling electric lamps produce an irides 
cent circle of light—catches every eye”. 

Translucent glass hose forms brought out 
by J. R. Palmenberg’s Sons, New York City, 
contained electric lamps to show details of 
workmanship in the merchandise and to 
attract attention. 

Fewer windows were seen in which mer 
chandise was built up to the top of the win 
dow, either at the rear or at the sides. More 
displaymen were leaving “white space” in 
the top of the display at least, although they 
still crowded merchandise into the display 
itself. Prices on the all-important artificial 
flower lines were ridiculously low by present 


—A Valentine's Day motif was used in this display by Carl M. Wielpuvetz, J. C. Penney 
Company, Pasadena, Calif. — 
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day standards. A large poinsettia spray, 
56 by 30 inches, was sold by Schack’s, Chi- 
cago, for $9.00 a dozen. Others were priced 
in proportion. 

1911. “Before and after” display made its 
appearance in utility company windows and 
a number of displaymen began using manne- 
quins with heads instead of the headless 
forms many had insisted on previously 
Among the men becoming prominent at this 
time were E. Dudley Pierce, Rochester; 
Jerome Koerber, Philadelphia; Harry Jones, 
Chicago, and R Paxton, Fort Worth. 

At the convention of the national associa 
tion in Chicago a demonstration of draping 
on live models was given. The idea caught 
on immediately and displaymen in all parts 
of the country began giving demonstrations 
of their ability m this line. Live model 
draping was to be a feature of conventions 
for many years to come 

1912. Greatly increased attention to the 
store interior was apparent at this time 
Most previous interior displays had taken 
the form of festooning artificial flowers from 
column to column during special sales and 
little thought had been given to actual dis 
play settings within the store. Jerome Koer 
ber of Strawbridge & Clothier, Philadelphia, 
was one of the first to do elaborate interior 
settings for promotions such as a “Florida 
Show”, using as many as 18 mannequins in 
a group for one section of the floor. Koerber 
might well be called the originator of in- 
terior display as it is known today 


Room settings were a furniture display in 
novation during this year, while the painted 
scenic background found more and more 
supporters. 

The first organization of display houses 
was formed, under the name of National 
Commercial Fixture Manufacturers Associa 
tion, at a meeting in Chicago 

1913. National advertisers were thinking 
more in terms of window display as some- 
thing of its value came to be known. Among 
them was the Victor Talking Machine Com- 
pany, which brought out a group of animated 
display pieces for sale at cost to retailers. 

Still more display clubs were getting under 
way, such as the Milwaukee Association of 
Mercantile Decorators. This local group 
movement took time to expand but eventually 
almost every city of importance had its own 
club. In almost every case in these early 
days the clubs were affiliated with the 
national association. 

Already it was plain that display and art 
went hand in hand. Although emphasis thus 
far had been on the mechanics of the profes 
sion, in 1913 the cubist movement in art was 

‘ picked up by displaymen and used as exten- 
sively as surrealism many years later. But 
the displayman of 1913 could not escape the 
ubiquitous draping and even new art expres 
sions were interpreted in this form of dis- 
play. For example, an advertisement by the 
Economist Traiming School boasted: “Our 
promptness in featuring cubist and futurist 
drapes, now a widely accepted vogue, is 
sufficient evidence that we are able to antici- 
pate and prepare tor developments in art 
and fashion long before their actual appear 
ance. More than 40 cubist drapes now 
supplement our display collection.” And the 
Koester School offered to teach students 
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Now . . . Bend Plywood, Masonite, 
Tekwood ‘and Metal-Fibre Laminates 


Ladou 
Bending 
Machine 


Bends it Easily . . . at Amazingly Low Cost 


The revolutionary Ladon Bending Machine produces "S' shaped . . . reverse . . . close 
double bends — BENDS OF ANY ANGLE UP TO 180° — in plywood, hardboard such 


as Masonite, veneer, chipboard, Tekwood, wall board, hard fibre, cardboard and metal- 


fibre board laminates 





Full Panels Bent 
In One Operation 


48" Ladon Bending Machine shown here. 72” 
and 96" machines are also available. Size 
governs only LENGTH of bend — does not 
limit angle. 





New Principle of 
Bending — Fast, 


Low Cost Operation 


@ Panel to be bent rolls automatically 


Widely Used in Display 

Manufacturing for Per- 

fect Curves ... Lower 
Construction Costs 


under heated mandrel (thermostat- 


ically controlled). 


Movement of mandrel! or roller is 
actuated by simple weights carried 
in channel below table. Addition 
or depletion of weights varies the 
average speed of bending to suit 


material. 


Adjustable "“stops’’ control angle 
of bend—-One man, depending upon 


nature of bend, can operate 
and often four machines. 


MANUFACTURERS 


Display manufacturers everywhere are 
discovering that the Ladon Bending 
Machine pays for Pself — quickly — in 
faster production and reduced con- 
struction costs. Curved design adds 
beouty and soles oppeadi too 

permits more one-piece construction 
for greater strength. Another advan- 
tage offered by the Ladon Bending 
Machine is its complete flexibility, 
two permitting new freedom in display 

design. 


WRITE TODAY... for de- 
tailed literature and prices 


31 N. Laclede Station Road 


Missouri 


St. Lowis 19, 


OF BENDING MACHINES 


oe Ppena aes 


Tepes 
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how to make cubist forms and stands as 

well as how to do cubist draping. 

It was in this year that the name of the 
national organization of displaymen was 
changed to International Association of 
Window Trimmers at a convention in Chi- 
cago which was acclaimed as the largest 
and most successful up to that date. An 

| estimated 700 persons were registered, and 
Claude J. Potter of Lancaster, Pa., was 
elected president. 

Under the influence of the tango and the 
uncorseted figure, several display manne- 
quin houses announced forms designed to 
give more natural lines to figure draping. 

Along with the attention to interior display 
went assignments to displaymen to do special 
settings for style shows. Naturally these 
followed the lines to be found in current 
windows—elaborate painted scenes and much 
foliage and artificial flowers. Harry Bird, 
of Wanamaker’s, New York City, was among 
those noted for ability at style show settings. 

In 1913 there was considerably more 
frequent use of papier mache for display 
purposes. It had been used for some years, 
principally for bust forms and similar pur 
poses, but now Santa Claus masks of mache 
made their appearance along with similar 
props such as lion heads, cherubs and the 
like. 

1914. The year that was to plunge many 
nations into World War I began on a reces 

7 sion note, with merchants urged to adopt an 
display managers F @ FASHION FAIR optimistic attitude and suggest in their ad- 

MANNEQUINS vertising that “Good times are not just 

TOAST MANHAT TAN! ; @ MULTI-QUINS ahead—they are here now”. The national 
< Neimeieiat einai inate @ KIDDI-QUINS j organization of displaymen was making an 

1 @ REGULAR WOMEN'S extensive drive for 25 new local groups and 


are sales-stimulating. FIGURES recived: Buffs 
They're the sweetest traffic-pullers you @ REGULAR CHILDREN'S the movement was well received; Buffalo, 


ever saw ... life-like poses, latest coiffures, MANNEQUINS St. Louis, Houston, and Rochester were some 

available in a variety of lines, all economically of the clubs to organize and seek affiliation 
priced to keep sales costs low. } with the national group. 

That’s why stores all over America are pouring | Speaking of the improvement in wax 

orders in for Manhattan Mannequins. . | sey mannequins, an article in Merchants Record 

Next time you order mannequins, Bisa and Show Window stated: “The old-time 

moke yours Manhattan! 


Sales-conscious Manhattan Mannequins, Inc 


are creators of: 


wax lady was indeed a wondrous creation. 
(“MULTIL-FIT” Wigs are available F3 Her inane and smirking countenance was a 
on all our models) ; gross libel on nature and her complexion 
was beyond description. So bad were these 
figures that many of the better stores refused 
to allow them in their windows on any terms. 
\| \\ |] Ml | \\ \| VE Ul NS ’ Marshall Field & Co. and other high-class 
stores preferred brass knobs or paper cones 
eT ; ‘ to the wax heads that were procurable. The 
better class of wax figure today is a real 

Write for dereriptive litereture or Further information. | work of art and finish.” 
Another change of name was made by the 
national association; the one selected—“In- 
ternational Association of Display Men"-- 


a | | was to endure for many years. 
48 Week Professional Course as 1915. Among prominent displaymen at this 














° ° . WINDOW TRIMMER’S TOOL | time were Harry H. Heim of Marston's, San 
in Display and Merchandising swan eka ( 


NEEDLES | Diego; Carl Ahlroth, The Union Clothing 
learn how you can 


S. Pat. Ne. 241617 
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Write today for illus- 
trated brochure and 


catalog No. 30 503 W. 33rd St., New York 1, N. Y. 


3917 Montrose 
Houston 6, Texes 
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Write for Hlustrated Price List | Meier & Frank, Portland, Ore.; Harry Hoile, 
on Our Sales Help and Time Savers Loveman, Joseph & Loeb, Birmingham; John 


RUDOLF ORTHWINE CORP. R. Patton, L. S. Ayres Company, Indianap- 





olis, and S. M. Moses, Lipman, Wolfe & 

Co., Portland 

PERIOD COSTUMES FOR RENTAL— The influence of papier mache was rising 
window display, 1806-1932. Wedding and | steadily although still used on a limited 


feather and feather other imes American ‘and foreign Fans, par scale—chiefly for decorative designs and 


siery, shoes, i nts’ and children's 
er hoes, infan 1 c Also 


school ry design c r geri ss ete. Exhibited in large con panel and background ornamentation, 


Philadelphia and other | there was a noticeable increase in the number 

- of stores using ornate painted background 
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without regard to the type of merchandise 
displayed. The painfed background trend 
was probably the result of the. work of 
Clarence Bodine, whe was doing much to 
publicize this type of display art as produced 
by Bodine-Spanjer Company. 

Early this year there first appeared in 
articles dealing with wax figures the name 
of Irwin C, Culver Company, a new firm in 
New York City. Culver was to become 
famous as the nation’s foremost wax manne- 
quin sculptor 

1916. Another step forward in display light- 
ing was taken in this year, as several display- 


men began experimenting with different il- | 


lumination effects. Probably most notable 
was the work of C. W. Mack, Crowley- 
Milner Company, Detroit, who used regular 
window illumination but also used trans- 
lucent rear and side panels lighted from the 
back. In similar displays he tried empha- 
sizing certain portions of the display by 
lesser illumination at other points in the 
window. Spotlights as we knew them now 
had not yet made their appearance 

The largest convention in [ADM history 
was held in Chicago with E. J. Berg of 
Burgess-Nash Company, Omaha, elected 
president. Following the pattern of earlier 
conventions, the program was a mixture of 
speeches and practical demonstrations—many 
of the latter being draping, as a matter 
of course. 


om ° | 
1917. The trend toward more simple win- 


dows was commented on by a trade paper 
writer early in 1917. The “simplicity” refer- 
red, however, to the use of less merchandise 
in displays. The windows themselves con- 
tinued to have vast masses of artificial 
flowers and scenic paintings, although many 
stores now were content with only one or two 
mannequins per window. The improved work 
on wax figures had also eliminated the 
headless figure from the majority of stores 
Display props took the form of caryatid 
columns, large papier mache urns and the 
like.’ The principal ingredients of a window 
of this period were wax mannequins, scenic 
backgrounds, artificial flowers, flood lighting, 
and fixtures 

George Alvin Smith was display manager 
for United States Rubber Company, New 
York City, and his displays were attracting 
a great deal of attention and undoubtedly 
had much influeuce on later display develop- 


ments. Smith showed his company’s products | 


in completely natural settings; an example is 
one of a hunter with a deer over his shoulder 
and surrounded by all the equipment of 
camp life—an ax, lantern, skillet and gun; 
real tree branches, leaves and dirt were 
used, Similar displays showed a gardener at 
work in a real garden, or a motorcyclist in a 
country setting which used real props for 
atmosphere 

Smith also came out strongly in favor of 
temporary backgrounds as opposed to the 
permanent backgrounds which had done as 
much as anything else to hamper display 
effects during the preceding years. 

Recruiting windows and others with patri 
otic themes made their appearance all over 
the country immediately following the entry 
of the United States into the war, and dis- 
playmen were urged to carry «a continuing 
series of displays on Liberty Loan bond 
drives. These patriotic displays in many 
cases used natural scenes for their themes 
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Eqe-tloppers jor gifidays' ditplays 


$251 * MOTHER’S DAY 
PANEL, 39 in. x 46 in. 


USE THIS EYE-APPEALING PANEL TO 
PROMOTE SALES OF MOTHER'S DAY 
GIFTS. WHITE REYBOARD EXPERTLY 
SILK SCREENED IN SEVEN BEAUTIFUL 


* 
$29 + STREAMER 
6 IN. x 48 IN. 
SPARKLING GOLD ACETATE SILK 
SCREENED DEEP GREEN, WHITE AND 
MAGENTA. 





$250+*FATHER’S DAY 
PANEL, 30 in. x 40 In. 


INVITE GIFT SALES WITH THIS 
DISTINCTIVE PANEL. WHITE REY- 
BOARD EXPERTLY SILK SCREENED 
IN SIX APPEALING COLORS. 


$30 » STREAMER 
6 IN. x 48 IN. 
MEDIUM BLUE ACETATE SILK 
SCREENED TAN AND DK. BROWN. 


GAG Fitcce checks Geen 


on, tinal do dankentl en: 


Se ee teeiett oe & & 


o' SPLa4 ry 
BUY THEM FROM YOUR DISPLAY MATERIALS SUPPLIER 


THE REYBURN MANUFACTURING CO.,INC. Mar 


FACTORIES: PHILADELPHIA 32, PA. ROYVERSFORD, PA. 








to give you all these advantages 

®@ Advanced Design ® Waterproof 

@ Fastest delivery on all 

Seid sizes with and without 
nis lights 

Makers of the Famous CHAMPION Metal Covered 

mouldings and frames in chrome and all metals 

Large runs a specialty 


@ Permanent Anodized 


Catalog on Request 


CHAMPION MOULDING MFG. CO. 


236 East 151s¢ Street - New York 51, N. Y. 














DINGLEMAN 
PRODUCTS 


509 West 56th Street 
New York 19, N. Y. 


Tel.: Cl. 5-5447 


A Division of Feder Industries 


FUR SALE TRIMS 


FUR TRIM: 

An allover frosted treatment on 
noseam paper producing a cold and 
icy atmosphere for your background. 


SNOW STORM: 

A hit and miss flurry of white styro- 
foam flakes on noseam paper. 
GIANT SNOW FLAKE: 


An allover pattern of large and 
small frosted snowflakes on noseam 


paper. 


See your local jobber. 














For Displays that are 


UNUSUAL! EXOTIC! 
BEAUTIFUL! 


Secure the amazing effects possible 
Led only with 


DRIFTIN'S 


Pacific Ocean Driftwood, made into “a 
thing of beauty” by Time and Tide... 
colored and polished as only the bleach- 
ing of salt water and the abrasive action 
of sand and rocks can accomplish. 
Varied sizes, exquisite shapes, no two 
DRIFTIN’S give an indi- 
viduality and charm to window dec- 


pieces alike. 


oration that nothing else can! Use 
DRIFTIN’S to embellish, or as stand 
pieces for displaying various types of 


merchandise. 
In all types of shapes and sizes 
$2.50 to $25.00 


Write for descriptive folder and 
other information 


DRIFTIN'S INC. 


923 S.W. Fifth Ave., Portland 4, Oregon 
The Swing is Definitely to Driftwood 
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and further stimulated the trend toward life- 
like settings. 

Cutouts of wallboard made their bow here 
and there, some using them in lieu of manne- 
quins and others for prop purposes. 

1918. By this time permanent backgrounds 
were definitely on the way out and the sight 
of them had become relatively rare in most 
department store displays, although still seen 
extensively in men’s wear shops and the 
smaller stores. The increased number of 
display supply houses provided patriotic fig- 
ures of sailors, soldiers, the Statue of Liberty, 
Uncle Sam, ete., thus adding to the use of 
papier mache and also the use of props 
Similarly wooden fixtures were replacing 
those of metal as the latter material became 
scarce due to war requirements. 

1919. The much-ornamented showcard had 
been on the way out for some time, even if 
by almost imperceptible degrees. By this 
time the heavy clusters of grapes, flowers, 
curlicues and similar adornments were met 
with infrequently. Card writers had dis- 
covered the desirability of white space and 
clean-cut lettering; these principles were 
being adopted gradually by leading men in 
this branch of the profession. 

Within the interior, lighting was still far 
behind the standard of window display illu 
mination. Most merchants operated on the 
principle that enough light to see the mer- 
chandise and to avoid stumbling was adequate. 
Lighting fixtures were simple frosted bowls 
or globes suspended at regular intervals, and 
most stores were gloomy in appearance. An 
occasional firm had installed special lamps 
for the tops of counters, these being equipped 
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with bulbs supposedly showing merchandise 
in its own true colors. 

Among well-known displaymen at this time 
were Charles Wendel, Hudson's, Detroit; 
Leslie Slack, Denecke's, Cedar Rapids; Ray 
Whitnah, Crosby Brothers, Topeka; Clement 
Kieffer, Weed’s, Buffalo; J. J. Cronin, Bam- 
berger’s, Newark; Lothar Dittmar, National 
Cash Register Company, Dayton, and F. E. 
Whitelam, of Fyfe’s, Detroit, to name only a 
few 

The term “window trimmer” had _ yielded 
to the increasing responsibilities of the men 
in this field and by 1919 it was gradually 
replaced by the word “displayman”. As ex- 
plained by Clement Kieffer in a speech in 
Buffalo: “Il am a window displayman. The 
term window trimmer, which is often applied, 
does not explain the function of my guild. 
Our object is to display merchandise and to 
enhance the selling qualities of it through 
methods of grouping and with the aid of 
attention-catching devices. Creating window 
displays is to develop a potent, silent selling 
source, whereas trimming a window sounds 
to me something like a purely decorative aid 
to making a store front look pretty.” 

1920. Lighting improvements within the 
store were being made gradually and now it 
was not unusual to find some stores whose 
lighting systems had been designed by illu- 
minating engineers for the express purpose of 
showing merchandise to good advantage and 
as close as possible to its natural color. Some 
of the globes used to conceal the lamp bulbs 
were made of thin layers of glass, one of 
which was blue to absorb the excess orange 
and red rays. Such globes contained a built- 
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in reflector to direct the rays downward. | 

Thus far mannequin firms had used papier | 
mache for busts, half-forms and an occasional | 
headless form, but wax mannequins continued 
to dominate the windows of America’s stores. 
The nearest thing to a composition manne- 
quin was a combination of a mache form with 
a wax head, at least so far as indicated in 
trade publications of the time. 

Metals frames to hold gelatin color filters 
were introduced by Curtis-Leger Fixture 
Company. These were attached to the lamp 
reflector and were kept in position with ad- 
hesive strips. This was the first of many 
devices to be brought out during succeeding 
years to give the displayman color at his 
fingertips. A writer of 1920 described the 
new device as “undoubtedly the outstanding 
accomplishment in new show window color 
treatment ideas of the age.” 

1921. The National Association of Display 
Fixture Manufacturers had dropped by the 
wayside by this time, but at the annual con- 
vention of the IADM (held in St. Paul, with 
Ben Millward elected president) a number 
of the exhibitors got together and proposed 
its reestablishment. Jack Deweese, Onli-Wa 
Fixture Company, Dayton, was elected tem- 
porary chairman of the organization 

Probably the most noticeable display trend 
at this time was a marked decrease in the 
use of artificial flowers. This was a drastic 
change, as decoratives had dominated the 
display field since shortly after the beginning 
of the century. They were still used in 
abundance, but in much smaller quantities per 
w-ndow. 

The first spotlight advertised to the display 
profession was made by  Ivanhoe-Regent 
Works of General Electric and was announced | 
late in 1921. This might also be termed an- 
other milestone in the displayman’s progress, 
as the spotlight and color filter, plus the 
attention being given to better flood lighting, | 
added important tools to the displayman’s 
equipment. 

1922. The “Silver Jubilee” convention of the 
IADM was held in Chicago under the direc- | 
tion of Charles Wendel, Hudson's. One of 
the steps taken was the formation of the first 
women’s auxiliary of the national group, 
with E. J. Berg responsible for this action. 
Mrs. E. A. Gage of Cleveland was elected 
president. 

The importance of color knowledge was the 
subject of a number of articles and discussions | 
during this year; new lighting equipment | 
had made color illumination possible and this 
in turn focused attention on color schemes 
for displays themselves, apart from lighting. 

The first article dealing with the psychology 
of display made its appearance in 1922 

Another event of this year was the publica- 
tion in August of the first issue of DISPLAY | 
WORLD. H. C. Menefee was president of | 
the company, Nathan Silverblatt was secre- 
tary, and James W. Foley was editor. 

1923. Evidence that displaymen were seek- 
ing more and more technical information 
concerning their craft is apparent from the | 
types of articles carried by trade publications. 
“Lighting Systems in the Retail Store”, “Color 
Harmony in Draping”, “Color Lighting in 
The Window” and “Color Values in the 
Show Card” were articles appearing in one | 
issue of DISPLAY WORLD 

Even in the days of 1923 the problem of 
how to avoid waste in display material 


| 


| 
| 
| 
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TS SPRING AGAIN! 


Put 


On the Job for Realistic Displays 


Get your store in key with the 
season—base your spring windows, 
ledges and cases with this next-to- 
nature, closely trimmed grass that 


will staid up under repeated use. 


"He Made of the Finest Madagascar 
Raffia . 
% Anchor-stitched in lines |" 
Apart 
% Heavy Burlap Back- 
ing 

es * Mildew Proofed 

% Fire Proofed 


ALL STANDARD SIZES — 3’ x 6’ — 3’ x 15' — 3’ x 30' — 5’ x 6’ — 5’ x 10° — 
18" x 15' — 18" x 30’. 
TUFF TURF SPRINKLINGS 


The new, economical “fill-in” material for those odd-shaped spots difficult 
to fit with standard mats. Easy to use and re-use. 3 or 4 Ib. cartons. 
Perfect match with “NATURALIKE” Grass Mats. 


ORDER FROM YOUR DISPLAY JOBBER TODAY! 


MEMORIAL GRASS CO., Uhrichsville, Ohio 





More Than a Million Now In Use! 


Many of America's biggest and best-known department 
stores . Yes, and we're proud of the many, many 
smaller stores, too . . . who 

Display Merchandise Better, Protect 

Their Windows More Efficiently With 


Suufilter 


They're modern and dependable. Custom made 
complete with fixtures Ready for installation 








Write for free estimate, or see your distributor. 


C J PLASTIC PRODUCTS CO. 


1063 South La Cienega Blvd., Dept. 112, Los Angeles, Calif. 
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furnished to retailers by national advertisers 
was occupying the attention of these com- 
panies and display installation firms. At that 
time an estimated 85 percent of such material 
furnished drug and cigar stores in the Chi- 


cago area was never used. This problem was 
| to continue through the years and still re- 
| mains a bugaboo to the national advertiser. 


The first real turntable unit was shown in 

THE MODERN PLYWOOD WITH SCULPTURED BEAUTY | advertising this year; the unit was small, 

could support up to 75 pounds, had an 8-inch 
table, and sold for $60 each. 

1924, Quite a few sectional display organiza- 
tions had been formed during recent years 

| and additions made in 1924 were one from 

| Southern California with Harvey Pettit as 
president and another in Kansas, headed by 
W. L. Stensgaard. 

Display installation companies formed a 

| new organization under the name of National 
Associated Window Display Services, with 
Sol Fisher, Fisher Display Service, Chicago, 
at its head. 

On the West Coast the Pacific Northwest 
Displaymen’s Association was organized, the 
forerunner of the Pacific Coast Association 
of Display Men, which was to be the organi- 
zation of that territory for many years. 

A considerable diminution in the number 
| of firms advertising wax mannequins to the 
| profession had been observable for some time. 
| Leading figure houses were placing more 

| emphasis on forms, although wax figures 
for YOUR MOST UNIQUE DISPLAYS were making their usual appearance in store 
| wndows throughout the country. But the 
mannequin firms were experimenting with 
| other materials and it was only a question of 
time until wax mannequins were replaced 








Get added sales power and 
punch with new PLYTEX...the = | ‘ 
| entirely. 
plywood of sculptured beauty. Interior display’s importance was _ stressed 
Whether for window or interior more than ever when Lord & Taylor, New 
store display, PLYTEX provides =| York City, made known the appointment of 
a stunning setting for your best | an interior display manager—Paul Hornung; 
merchandise. he was one of the first to be appointed to such 
a position by any store. 


PLYTEX FEATURES... (To be continued in the April issue) 


PLYTEX is inexpensive . . . PLYTEX comes in easy to handle 14" 4' x 8 panels ‘ . 
oso PLYTEX nee be painted, stained, varnished or waxed to give true three | Hailporn Reappointed 

dimension beauty . . . PLYTEX is versatile, it can be used vertically or To Legal Aid Post 
diagonally or in herringbone, stripe, diamond or checkerboard patterns. Albert Hailparn, executive vice-president 
Send today for your FREE samples, | and director of sales for Einson-Freeman 
finishing suggestions and prices. Company, Inc., Long Island City, has for 
the second year accepted the chairmanship of 
p L Y T E XxX ¢ 8) BR PF CG R A T I rt) N | the Graphic Arts Division of the Legal Aid 
| Society campaign. The announcement was 
Chicago Office Cleveland Office | jade by Robert G. Page, president of Phelps 


1440 Willow Street 12557 Berea Road K . A 
ARmitage 6-7100 ACademy 8800 | Dodge Corporation, who is general chairman 


of the campaign. William R. White, vice- 
president of the Guaranty Trust Company, of 


| New York City, is serving as vice-chairman. 
U SOUND ' y Wind We \ | The Legal Aid Society is asking for $200,000 
se in our Ows | to carry on its work of advising and represent- 
Sound Effects recordings only ; sa i sha ef 
| ing those who can not afford the fees of 

$2.50 each STUDY 


rivate attorneys 
long wearing materials) WINDOW DISPLAY | " The : 1 Aid 1876 


Legal Society, founded in 
no B rma SM ae a ase pares AT HOME | and with headquarters at 11 Park Place, 
Send for Free Catalog listing complete sound Easy Home Study course showing | New York City, has given its services i 
effects available mel to do aoe ae of window | more than 40,000 people a year in a wide 
Write for information and prices of our epeny WeEn. erchants, display } ' xe of legal sroblems hotl ‘ivil and 
men, women and beginners will range t ega pr ems, th evi an 

Automatic Phono Units fnd this course the finest of its criminal 
, : : kind. School founded in 1905. 

Give your displays EAR APPEAL along with 
Eye Appeal Employers: Free to you— 
Names of our Graduates. 


co gee ong sacemen an sles saat ik teppatiegs a> 

i inci ; ; items 0 
Wertiner Side. Cinainsetl 2, Olle \ THE KOESTER SCHOOL display field: births, deaths, marriages, 
3710-12 N. Cicero Ave., Chicago 41,Ill. changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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Versatile European Display Fixture 
Now Available Here 

“Flexikin,” the European multiple display 
fixture which has been extensively used abroad 
is now being made available to American dis- 
playmen through Lawrence R. Kahn, 2 West 
45th street, New York City. The unit 
(known abroad as “Wing’s Succes’) permits 
the displayman to mould the fixtures to con- 
form to the type of garments being displayed, 
or to create the effect he desires. Vaguely 
resembling a sculptor’s armature, the fixture 
puts complete stress on the garments being 


displayed. It is not visible in most displays, 
giving the garments the illusion of floating in 
space. 

The versatility and economy of the item, 
in addition to its presentation qualities, are 
major advantages of the fixture. On one 
fixture, owing to the fact that three bust 
forms may be attached at one time, it is 
possible to show complete merchandise co- 
ordination. Such tricky presentations as 
mixed separates in varied combinations can 
be easily arranged. They can be made to 
reproduce the lines of a figure in action for 
display. Making use of the child’s form in 
combination with the misses’ or junior form 
permits the single display of mother and 
daughter identicals. For accessory windows 
three different blouses may be shown on one 
fixture while an “arm” shows scarfs and 
gloves. 

When not being used in the window, the 
fixture may be lowered and used as a counter, 
ledge or interior piece. With the use of the 
wall plate, which is a part of all sets, interest- 
ing wall displays are created 

The fixture is actually a group of 12 
separate individual parts which are singly 
assembled by thumb screw arrangements into 
whatever combinations are needed. Made 
entirely of chrome-plated, flexible copper 
wire and rods, cork and a smal! amount of 
plastic for the bust forms, the product is 
designed for long use. 


Harry Eastham 
In Hospital 

Harry Eastham, formerly display director 
for Burdine’s, Miami, and now in charge of 
publicity for the store, is undergoing treat- 
ment for his eyes at Stanford hospital, San 


Francisco. 
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RETAILERS SHOW 


Sensation® 
RAYBOX™ 


DESIGNED TO RETAILERS’ 
REQUIREMENTS 


PREFERRED BY RETAILERS 
EVERYWHERE 


18” x 11" x S$” 


CONVERTS TO B®» > 


TRAYS 
DISPLAY | 


SHOWN "90 Large Tray "60 Small Tray 
BELOW 18” x 11” x 4%" 18" x 11” x 3%” 


Chad these features: 


SCOOP FRONT 


Puts every item at fingertips 


GREATER VISIBILITY 


Window effect shows off merchandise 


DUST-PROOF 


Precision fit for maximum protection 


IMPROVED RUNNERS 


Scratchproof. Provide perfect align- 
ment 


SAFETY HANDLE 


Placed low to support full weight 


BUILT-IN SIZE TICKET 
SIZE 


Perfect for all standard fixtures. 
Holds more merchandise 


COMPETITIVELY PRICED 


More efficiency, more uses, more for 
your money 





DEALER INQUIRIES INVITED 











Pat. Pend 


Write for name of your 
neorest distributor 


VISUAL SALES CO. si" 
es HACKENSACK, N. J. 
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LETTER FROM PARIS 

-MODERN AIDS FOR MODERN STORES— {Continued from poge 31 
6 ” evening gowns. This is promoted as one of 
AT OLD-TI ME PRICES the biggest sales of the year. The swan was 


used as the white motif this year and a 
Galeries Lafayette window was designed with 
The “STOCKROOM” dozens of men in evening clothes wearing 

black swan masks over their faces and sur- 
16 To the left is the "'Stockroom" for rounding a beautiful female mannequin in a 
stockroom use. The white pressed white satin evening gown. Her mask was of 
cardboard divider has been proved white satin. The window was simply titled 
successful for many years. An “Le Cygne” (the swan). A most interesting 
encelient divider fer sheckrooms. effect was created by having the men manne- 
Vv . laid: el alike Moen quins all done a bit differently. There was 
ery inexpensive re) 


tas Ne amusing detail in each evening suit, some of 
to 50. Actual size 12 high, 4 the men wore flowers, and the faces them- 


wide. selves were done differently as well. One was 

I sn 5580 bee inna made up as the typical Frenchman in beard 

| and mustache ... another, more American, 

wore an American dinner coat. 

" " Masiee : 

The BAGEL | Galeries Lafayette continued the use of 
ii Meme tan a ca | chicken wire in a much newer form in the 

wer i uw . ‘ . ei : 

latest plestic divider | store’s fabric display. Slightly suggesting 
serving the purpose of The N “SEE SIZE” full wings and a draped tail ending in a fly- 
keeping your stock ew aisibie a’ : anni . ; 5 f 
orderly and efficiently Above is shown our ‘Double Duty” away fold, it happily combined the figure of 


sete, molded woe plastic ee veuay <-get _—. | a woman and the details of the latest styles 
tic white acetate wit changeable sizes. an't fall o' ere a N ee gy ee pans oi 
itech “meenaram Sabie tha’ sack. Made of Near mauld- featured at the house. The fabric was draped 
show up distinctly from ed plastic with a window in around the figure, some tones following the 
great distances; size which the proper size is inserted. : — PS Sf Sa CE . 
3," in diameter. All Bue ‘ohieh' dean aiken hae ab wings, in other cases just the waist—and in 
sizes from | to 60 in- another size on the other. 7!/," | another creating an entire frock. 

cluding half sizes, also tong by 3%" wide. in white or Herme’s is a bit early with Easter display 
A-Z for layaways black plastic. Sizes from | to 60, A = r x 
go 1 including half sizes . . . Also A-Z this year but never too early for the over- 
Y for layaways. Complete with in- | sez buyer The te Saste: isplay 
aoe tee haste Pa aoe | as. buyers. The store's Ea ter dist lay 
ne PUM cn ee tes eS 3fe strongly advocates putting all one’s eggs in 

. 


one basket. This was accomplished by show- 
he AT | oO WN A L ‘a A N G E R C Oo ae j N C ag white kid gloves delicately embroidered 

in Easter tints. They were all tucked in egg 
253 W. 26TH STREET NEW YORK CITY | | shells... some of the shells painted gold 
and others a soft beige. Gloves and eggs 
were placed in a variety of baskets and the 
entire scene presided over by a huge stuffed 


9 rooster, his great chest emblazoned import- 
antly with a wide blue ribbon. The corner 
ere rou oO Our 7! ar window featured the dandy glove in striped 


chartreuse reminicent of the Second Empire. 
A small Eugenie coach was placed in the 
center of a white floor spotted with green 
Fifty years of service to you and the entire display field grass and gloves were plitced shout on the 
* . coach or draped over pigskin carpet bags; 
is a record of which we are justly proud. all was brightly contrasted with a_ velvet 
% drape hung from the wall and spilling over 
the central unit. A constantly fascinating 
It has always been our policy to produce the finest in sight at this fine stove is the method of Gy 
3 X playing scarfs with prints worth talking 
botanicals using the highest quality materials and work- about. They place a scarf perfectly flat on 
4 : r ess either a wall or on the floor and from this 
manship; a reputation that we are constantly striving to point they proceed to add gloves or accessories 
peculiar to the theme of the scarf. The 
entire motif becomes very important and the 
scarf becomes a sure selling unit. 

This is roughly a survey of some of the 
to display. more interesting display treatments of the 
4 past month, A new, successful spring season 
here in Paris makes their method of display 

| more important than ever with all the interest 

BOTANICAL DECORATIVE SUPPLY CO. on the part of the buyers and general Ameri- 

can public. This season, as well, marks the 

31 SOUTH FRANKLIN STREET CHICAGO 6, ILL. full return of the French design and crafts- 

manship that has made Paris the creative 

center of the world. We await with much 
interest the forthcoming months. 


Schmidt Heads Display 






































maintain. Thank you for your patronage during the past 


half century. We look forward to our continued service 








NETTING, MALINES, MESHES FOIL PAPER 


of Cotton, Rayon, Silk and Metallics * 
for the DISPLAY TRADE 26" WIDTH — 25 f#. - 50 ft. - 100 #4. | For Terre Haute Firm 


New patterns for Spring and Summer featuring and full ream rolls. Carried in stock Jack H 
Pompomnette, Metaliino, and Rayon fish-net in 25 colors “ 


| Madigan Brothers, Chicago, has been ap- 
VELTY AS IAT Pes ait ; 
STacn epee en ma? 454 guene ten ten tan 13, N.Y | pointed display manager for Schultz & Co. 
: Pee Terre Haute, Ind 


Schmidt. who had been with 
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Coronet Merchandising Awards 
Total $6,000 

Twenty-three retail stores in six different 
classifications have been named winners of 
the 1949 Coronet magazine merchandising 
awards competition. They wil} receive a 
total of $6,000 in prizes for their outstand- 
ing promotions tied-in with 1949 Coronet 
advertisers. 

First prize of $2,000 went to Wise-Smith, 
Inc., Hartford, Conn., for windows, news- 
paper ads and other promotions tied-in with 


RCA-Victor’s advertising in Coronet. In the | 


opinion of the judges, Wise-Smith’s back- 
ing of national advertising at the point-of- 
sale was original, complete and dramatically 
effective. Wise-Smith is a department store 

Second prize, $1,000, was awarded to an- 
other department _ store, 
Springfield, Mo., for its promotions 
with Formfit advertising in Coronet 

\ third prize of $500 was awarded to 
Crowley, Milner & Co., Detroit, 
tie-ins with Formfit advertising in Coronet. 

The special bonus prize, $1,000, for the 
retailer with the best 
more tie-ins with a Coronet advertiser went 


tied-in 


also 


series ot 


to City Drug Stores, Roswell, New Mexico, | 


for its outstanding windows based 
Tampax advertising in the ma;azine 
Judges in the contest were Irving ¢ 
Eldredge of the National Retail Dry Goods 
Association; Kingsley Gould, of the Point 
of Purchase Advertising Institute; W. Par- 
lin Lillard of 
and Lawrence M. Hughes of 
agement magazine, all of New 

Prize winners were judged on 
of originality, exploration of all 


upon 


General 

Sales 
York 

the 
avenues 


Man- 
City 
basis 


of exploitation and effectiveness in stopping | 


traffic and building sales. 
Details of the 1950 Coronet 
be announced shortly 


contest will 


Line Of Papers Added 
By Vaughan Mannequins 
“Color-Vu" display have 
added to the line of Vaughan Mannequins, 
59 West 56th street, New York City. All 
rag, the paper is 60-pound in weight and 
comes in 200 coordinated colors. As many 
as eight shades of gray may be had. The 
oil base colors are applied to the paper by 
silk screening, and it is that water 
paint can be washed off to correct an error 
in art work. The paper comes in 18 by 24- 
inch and 24 by 36-inch sheets 


papers been 


said 


Lee Court Appointed 
By Civic Committee 

The Boston Jubilee Committee, which is 
arranging for a midsummer festival pro- 
moting the city as a recreational and busi- 
center, has appointed Lee W. Court 
as assistant general chairman. He is dis- 
play director for Wm. Filene’s Sons Com 
pany 


ness 


Ratekan Resigns 
Pasadena Post 

John Ratekan has resigned as display 
manager for Bullock’s, Pasadena, Calif 
Eileen Fullerton, publicity manager for the 
store, is handling the position until a new 
display manager is engaged 


Levy Wolt of | 


for | 


three or | 


Foods Corporation, | 
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Write 
today! 


The new Beau Monde 
Manikin brochure is 


yours for the asking. 





It illustrates the new 

Cafe Society Series of 
high-fashion Manikins 
that everyone is talking about. 





Write... call for your copy today. 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 

o 


$3.00 Per Columa Inch — CASH WITH ORDER 














WOOD FLAKES 


Pearl Chips — Shells — Sands 
Stones — Pegs — Grass Mats 
Little Boulders 


Latest spring and summer colors. Gives 
your displays color and effect. It’s first 
choice in leading stores from coast to 
coast. Economical and easy to handle. 
Tear off coupon and paste on letter or 








post card. 





Netione! Sawdust Co., Inc. 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new 1950 FREE catalogue 
Name 

Address 

City & State 


o.w 
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Name Plates — Custom Designed 


GNEILS 


AR 
DOW 


D.. PLAY Cras | 











FOR REALISTIC 
DISPLAYS 


VELVETY * 
GRASS MATS 


Many sizes, shapes and Colors 


EATON 
SCATTER-GRASS’ 


Natural looking green 
raffia grass in 
scatterable form 


"AATE AA 


Real grass green color 
special one inch stitching 
Fire Resistant 
Mildew proof 


See Your Display Jobber 


5 
M3 
e 
te 
c 
. 


EATON BROTHERS CORP. 
HAMBURG, N. Y. 


je Marks Registered 





for 


FASHION-RITE 
display 
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| Cost Of Transparencies 
| Reduced 80 Per Cent 


The cost of color photographic transpar- 
encies for point-of-sale displays is reduced 
more than 80 per cent by a new reproduc- 
tion process employing non-fading color 
pigments on translucent vinylite plastic 
rigid sheet. The new transparencies provide 
full bodied color depth and three-dimen- 
sional appearance when displayed in simple, 
inexpensive, back lighting cabinets, and 
make effective displays even when lighted 

| only from the front. 

The process, developed by William Melish 
Harris of New York City, transfers color 
images from original photographic trans- 
parencies or other natural color artwork to 
both sides of the plastic film, in perfect 
register “distinctly different 
irom letterpress, offset lithography, gravure, 
and other conventional transfer methods,” 
it employs no screen, nor are the pictures 
broken down into dots or patterns of any 
kind 

trilliant color pigments are used instead 

| of dyes to prevent fading and washing out 
of colors in strong light. They are applied 
to translucent white vinylite plastic rigid 
sheet, one hundredth of an inch thick, be- 

| cause of its superior ability to diffuse and 

| transmit light. These qualities permit dis- 

| play of the transparencies to full advantage 
in single-lamp back-lighting cabinets with 

| no screen between the light and transparency, 
yet free of “hot spots.” 


Described as 


Horne Displays Involve 
Plastic Blocks 
A new type of plastic block was used by E 
L. Vollmer, display director of Joseph Horne 
Company, Pittsburgh, for a series of window 
| and interior displays recently. Vollmer wanted 
to tie-in, primarily, with new checked suits 
for spring but rejected the idea of using large 
cut-out check marks, painted checker boards, 
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and checked fabric as being too conventional 
or too distracting from the merchandise. 

He eventually decided on an arrangement 
based on block panels, one used as a base on 
which the mannequin was potted 
hyacinths were placed in wells in the base. 
Vertical panels were suspended by thin wires, 
the light weight of the plastic blocks making 
this possible. 

One of the interior displays, showing a 
gown rather than a suit, is pictured. here. 


stood ; 


For Ohio Edison 

George W. Westerman, who has been in 
charge of display and visual advertising 
activities for Commonwealth Services Inc., 
Jackson, Mich., has been appointed general 
supervisor of display activities for Ohio 
Edison Company, President W. HK. Sammis 
has announced. He assumed his new position 
in Akren on March 1. 

Westerman was previously associated with 
The Commonwealth & Southern Corporation 
and predecessor companies for more than 29 
years. 

A native of Battle Creek, Mich., he joined 
Citizens Electric Company of that city in 
October, 1920, in charge of display and in 
September, 1923, was employed by Consumers 
Power Company to organize a general dis- 
play department and located in Jackson. In 
May, 1930, he became supervisor of display 
activities for The Commonwealth & Southern 
Corporation and continued in that capacity 
until the dissolution of Commenwealth in 
October, 1949. 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deathspmarriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 








—One of the interior settings at Horne's, complementing the window displays mentioned above 
. . « (Photograph by courtesy of Art R. Cohen Company, Pittsburgh)— 
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Winning Windows Named 
In Crochet Week Contest 

Hundreds of retail stores throughout the 
country gave whole-hearted support to the 
January promotion of National Crochet Week 
ami the launching of this year’s nation-wide 
crochet. contest. During the coming months 
continuing publicity on the crechet contest 
will stimulate interest in crochet, enabling 
stores to realize greater sales and profits all 
through the spring and summer months, For 
this many retailers will continue to 
display posters featuring the contest for the 
coming months 

There was a 50 per cent increase over last 
year in the number of photograph entries 
submitted in the window display contest held 
in conjunction with the week. The entries 
were attractive and well-planned, with many 
original display ideas. In several of the 
windows prize-winning crocheted pieces from 
local fairs added extra interest 

A total of $1,500 in cash prizes was broken 
down as follows for each of the three cate- 
gories—chain, variety, and department stores 
First prize was $250, second prize $100, third 
prize $50, and ten additional 
each were awarded. 

Winners in the department. store group 
were, first, Fargo-Wilson Wells, Pocatello, 
Idaho; second, Walker's, Long Beach, Calif. ; 
third, Fandel’s Department Store, St. Cloud, 
Minn. For the independent variety store 
group, first, Black’s Drug & Variety Store, 
Baytown, Texas; second, L. & H. Store, 
Dallastown, Pa.; third, Geo. L. Billings Com- 
pany, Bay City, Mich. In the chain store 
classification, first, McCrory Store No. 229, 
New Orleans; second, McCrory store No 
251, Newark; third, S. H. Kress Company 
No. 951, Seattle. 


reason 


prizes of 


“Housewares Fair" 
At The Crescent 


One of the highlights for the month of 
February at The Crescent, Spokane, was the 
annual “Housewares Fair”. 
gether with merchandising, advertising and 
display began formulating this February 
event many months in advance 

As there had 
“Mr. Crescent” it was decided he should have 
a wife, and the “Housewares Fair” seemed a 
most opportune time to introduce her to the 
public. 

There were 12 figures depicting this busy 


Management, to- 


heen many references to a 


housewife in various poses with copy across 
her white apron stating the description of her 
task. One figure was holding a mop in her 
hands, for example; the copy read, “Mrs 
Crescent keeps floors bright with Doozit”. 

A window display was around one 
“Mrs. Crescent” who was shown among vari- 
ous household articles, inviting all who passed 
to “Meet her at the Fair” 


done 


Housewares 


Father's Day Posters 

Now Available 
The Father's Day 

from. the 


poster for 1950 is 
available National Council for the 
Promotion of Father’s Day, 175 Varick 
street, New York City 14. The subject is a 
father surrounded by his family. Copy reads, 
“For a safe world tomorrow, teach democracy 
today! Remember father, molder of 
children’s future.” Father's Day this year is 
June 18 


now 


our 


$10 | 
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REVOLUTIONARY MULTIPLE DISPLAY 


QBlerihins } ARE IMMEDIATELY 


IN THREE DIFFERENT SETS. 
MISSES 97.50 @ 
JUNIORS 97.50 © 
CHILDS 87.50 © 
NEW YORK CITY 


AVAILABLE 


FOB 


79 


FIXTURE FROM EUROPE 


Versatile multiple fixture far out- 
sells the conventional mannequi 
b this revoluti y new 
concept in the field of appore’ 
ond accessory disploy is invisib 
in most instonces ... 4 
puts full emphasis on 
garments being displayed. 
QDlenihin conforms 

fo the contours of the 

human body, gives the same 





flexibility as the human figure. 


To sports opporel, Gleaihin 


gives realistic action. 
To items of high fashion, 





it gives dramatic poise, 

added smartness. On g. 
garments put on a fashion show 
all by themselves. 


You enjoy complete creative 
freedom with FDlerihin 
Coordinates are easily arranged 
on the three bust forms which can 
be ottached to one fixture. 
Mother-doughter identicals can be 
displayed on one unit. Mixed 
seporates in varied combinations 
will toke up no more space thon 
@ single mannequin. 


ORDER YOUR REQUIREMENTS TODAY 























FLEXIKIN is marketed in Evrope os 


Horris ond Sheldon Lid., Englond @ Wings Succes, Benelux 


Distributed 


LAWRENC 


2 WEST 45th STREET 


Wings Succes 


United 


NEW YORK CITY 19, N. Y 


exclusively in the States by 


and distributed by the following firms 
© Crections Wibo, Switzerland @ Reinh Dohiberg Edevites, 


Sweden @ Hindsgoul itd., Denmark @ Miller's Lid, Conoda © Wings Dekoration Govote Vertriebes Gis.-Schindler, Berlin © 
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EFFICIENCY SPELLS ECONOMY 
AT OHRBACH’S 


[Continued from page 37) 
street side and one next to the entrance to 
the arcade. The two central units each serve 
a street window as well as windows along 
each side of the entry to the arcade. 

All equipment necessary to keep the win- 
dow unit in first class order is at hand in 
each chamber. That means cleaning equip- 
ment, including a small hand vacuum sweeper, 
etc. A switch box is in each chamber with 
the separate switches for that unit numbered. 
Upon installation of a new display setting, 
Mr. Hvorslevy makes out a chart indicating 
exactly which lights should be turned on and 
which off at various times, so the night man 
can handle the display switches. 

With the small work room inside the 
window unit, it is possible for the display 
crew to move properties for a setting into 
that area and set up displays during the day- 
time when the store is in operation. That 
means that Ohrbach’'s display department has 
eliminated night working hours 

Another unique feature for the display 


Three Abstract Platforms; 42” x 24”; 30's" x 18”; 
22" x 16” and 15 interchangeable legs—-9—7” legs; 
3—15" legs; 3—23'%" legs, all equipped with 
patented Metal Arrowplotes. Finished in White with 


———n 


hand rubbed yellow splatter. 


Create unlimited settings or use as separate elevators 


or pedestals for windows and interiors. 


Order os MP-12, only $39.50 per set, F.0.B. Phila. 


SOLD ONLY THROUGH YOUR Webeaenvé 


Or inquire ARROW DECORATING & 


AUTHORIZED DISTRIBUTOR 


FIXTURE CO PHILA 

















QUICK CHANGE 


240 ON-OFF COMBINATIONS! 
@ Any on-off setting: 
from 15 seconds on—one second off 
to 15 seconds off—one second on 
(1-1, 1-2, 1-3, 2-2, 4-2, 8-1, 7-7, ete.) 
@ Change setting with 
@ Set timing desired 
tools needed 
@ Handles any A.C. load up to 400 Watts 
@ Compact Mounted within 5§ cube of 
Underwriters’ Approved Metal Box 
@ Sturdy Long-lasting Inexpensive Use 
over and over Over 2,000,000 operations 
@ Can provide 4 second to 28 second dwell 
for other animation 


Gale Dorothea Mechanisms 


Jackson Heights, Long Isiond, N. Y. 


turn of a 
and 


screw 


No 


just 


plug-in use 








| 
| St. Louis Display Guild 
Hears FBI Agent 

The March meeting of 
play Guild, of which 
dent, held at Forest Park hotel. 
Principal speaker Herbert K. Moss, 
assistant special agent of the Federal Bureau 
of Investigation for the St. Louis district. On 
the same program was the well-known night 
club “deceptionist”, Scott, who demon- 
strated his ability at legerdemain. 

Meetings of the St. Louis group have been 
averaging well over a hundred persons, it is 
said. Programs are not devoted entirely to 
display, but according to Arthur McMahon, 

director, just enough of 
display and enough of other subjects to make 
out in full.” 


Dis- 
prest- 


the St. Louts 


Joe Mercurio is 


the 
was 


was 


Joe 


publicity “there is 


the members turn 


Hermanson Establishes 
Own Display Firm 

Flowerized Presentations, Inc., located at 
500 Fifth avenue, is the name of a new display 
firm established by Merril Hermanson in New 
York City. Hermanson had formerly 
vice-president of General Display Corporation, 
Cincinnati, but sold his interest in that firm a 
short noted this 


been 


time ago as elsewhere in 
issuc 
home in New 


months, 


Hermanson has made his 
York City for the past 
manager of General Display’s showrooms at 
The new com- 
displays for 


and other 


several as 
above-mentioned address 

specialize in floral 
chain 


the 
pany will 
national 
retail 


advertisers, stores 


stores 


department at Ohrbach’s is the fact that space 
over the windows for 
housing mannequins. Special mannequins are 
housed in separate cupboards, built to size for 
a single figure. The mannequins are easily 
from the storage into the 
windows, when they are needed for a special 
display 

Through the years Ohrbach’s have increased 
their by adding more neighboring 
buildings, means that the housing is 
rather unequal and relatively scattered in 
effect. Display under such circumstances is 
a difficult problem. 

Actually the story of Ohrbach’s is unusual. 
It is a neighborhood store located on Four- 
teenth street, which has a reputation for low 
price stores. Ohrbach’s prides itself on low 
prices, but it maintains high quality with 
those low prices. Also, Obhrbach’s carries 
merchandise on up into the high price bracket 
for it has an impressive clientele of the 
limousine trade from the exclusive sections of 
the city. Certain lines of merchandise are 
designed for that clientele, and are available 
only at Ohrbach’s. 

A line of nylon beach togs was an exclusive 
Obrbach feature, and the display department 
used a special window featuring the ensembles 
which came in clear red, blue, and yellow so 
the could be mixed or matched. 

A display of winter sports togs had a dis- 
play motif of a large and charmingly clever 
moose head cut out of wood, That motif was 
repeated in the sports wear department. 

The display staff consists of ten members, 
including Mr. Hvorslev. Windows are changed 
at irregular intervals. Some special displays 


has been reserved 


lowered space 


space 


which 


pieces 


are sometimes left for a longer period of time 
An instance was the January coat windows 
left for the entire month. In 
conjunction with those particular displays, 
the design motif was repeated in the coat 
department as in the case of the moose head 
cutout in the section. The Christmas 
windows, too, left in for some weeks. 
Ordinarily, however, windows changed 
about every two weeks. The of 
windows varies according to the partitioning 
used in arranging different display settings. 

Considerable emphasis is placed on certain 


which were 


sport 
were 
are 

number 
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interior feature promotions, as for example 
the annual cruise or resort wear shop. This 
year Mr. Hvorsley turned that section into 
a simulated ship. A gangway led into the 
dressing rooms, and huge mirrors one to either 
side of the approach from the adjacent 
department assumed the appearance of over- 
sized portholes. Eggcrate ceiling shielded 
green lights at the entryway for atmosphere. 
Around the wall, above the merchandise 
racks, was a border of yellow on which were 
applied designs to represent the various 
islands of the Indies and other popular winter 
resort spots. A three dimensional quality 
was achieved with small properties such as 
miniature palm trees of raffia or twisted 
papers, which were mounted by the stem to 
the wall and projected at an angle into the 
room 

One of Mr. Hvorslev’s designs for fixtures, 
motivated for ease in mainteriance, was a 
shoe display base for the store’s basement 
salesroom. Carpeting fastened along the 
shelf display rack to the base eliminates the 
problem of wear and scratching. The base to 
the rack, which is modern in design, has 
been fashioned so the base rests on small 
legs, thus permitting the cleanup people to 
mop or sweep in under the ‘base without 
smearing the lower boards. 

Such devices for ease in maintenance, for 
elimination of waste in time ard in material, 
are adding up to savings in dollars and cents 


New Process Aids Production 
Of Quantity Trade-Marks 

A newly developed process enables Arpad 
Creations, 10 Fiske Place, Mt. Vernon, 
N. Y., to manufacture signs, trade-marks, and 
letterings in quantity for advertising displays 
Cut into metal, they can be mounted on 
stands and backboards such as cardboard, 
plastic, metal, etc. They can be equipped 
with pre-applied adhesive for easy mounting 
on any type of surface. Any size up to 12 
inches in length, they are finished in chrome 
or “goldtone” 


New Variable Timer 
Offers Quick Changes 

A new, quick-change variable timer or 
flasher, with more than 240 on-off settings, 
is the latest special animation device to come 
from Gale Dorothea Mechanisms, Jackson 
Heights, L. L, N. Y. Any on-off setting from 
15 seconds on, 1 second off, can be obtained 
with the turn of a screw. Time on-and-off 
can be 7-2, for example, or any other 
variation of a cycle of from Z seconds to 16 
seconds 

The unit comes complete with line cord 
and a built-in plug-in receptacle. In order 
to use, the pins are set for the timing 
desired, and the unit is plugged in; no tools 
of any kind are necessary 


Decorative Displays Adds 
Two New Backgrounds 


A nautical scene for summer display use, WINDOW DISPLAY | Children’s 


and one of a college campus for back-to 
school promotions, have been added to the 
line of Decorative Displays, 57-57 63d street, 
Maspeth, N. Y. The company specializes 
in photographic reproductions on fabric 


DISPLAY WORLD 





A Displayman's Dream 


GLIDER D-U-A-L 
Matias 


STEAM IRON 


Expressly designed for Men's, 
Ladies’ ready-to-wear stores. Re- 
moves wrinkles in garments with- 
out removing from hanger or 
mannequin. Portable . . . con- 
venient . . . economical. 


Order early for a better 
display for the Easter 
parade. 


Price Complete 


$5 gQ>0 


WEIGHT 2 LBS. 
® 
Illustrated Literature Sent on Request 


MODERN PRODUCTS wb. CO. 


410 N. Patterson St., Madison, Wis. 


Sold Through Display’ Equipment 
Companies in Principal Cities 





























JOBBERS 


We specialize in high quality, low price, women's and 


MATERIAL MANNEQUINS 


BECKER SIGN SUPPLY CO. Fer purtiestors write 


319-321 N. Paca St. Baltimore 1, Ma. ff | Royal Mannequin Co n 
| 256 Wallabout Street Brookivn 6 NOY 
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Write 
today! 


The new Beau Monde 
Manikin brochure is 
yours for the asking. 


It illustrates the new 





Cafe Society Series of 
high-fashion Manikins 
that everyone is talking about. 


Write... call for your copy today. 


KEHOE DISPLAY FIXTURE CO. 


541 MARKET STREET SAN FRANCISCO, CALIFORNIA 


MR. WM. E. KEHOE, exclusive Korrect-Way distributor 














CRESCENT DISPLAY BLANKS 


e Eight Colors with Clay Coated Surface 
@ Three Colors with Melton Finish Surface 


For Department Store Cards and Special 
Promotions. Use your favorite medium, 


pen, brush, or printing. 


Sold by leading distributors everywhere 


CHICAGO CARDSOARD COMPANY 


S66 WASHINGTON Biv HICAGO 6. tLLInotIs 
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COLOR IS FEATURED 
IN LOS ANGELES 


[Continued from paye 35) 


at Haggarty’s, Display Director Thom Sweany 


did a series of 12 windows, each featuring a 


famous name in fashions and cosmetics. In 
the Eisenberg window, for example, Sweany 
used a gold rattan self-standing frame hold- 
ing the reader as the central prop. The base 


| of the frame was set off with colorful 


foliage. With the exception of the name of 
the manufacturer, the readers in all of the 
windows were identical— Names in the Fash- 
ion News”. Colorful shavings, interspersed 
with mica, were arranged on the floor in a 
free design. Props in this series were kept 
to a minimum in order to add emphasis to 


| the brand names featured. 


Pink fashions with navy blue accessories 
were the subject of a series of six windows 


| by Display Director Vid Rosner at Nancy’s 
| in Hollywood. The central prop was a tall, 


cylindrical planter in which there was a navy 


| blue fern, Coiled around the fern in a cone 


shape was a long length of pink ribbon. The 


| background was white, illuminated with pink 


spots which gave it a shimmering effect. The 


| display copy, which read “To Pink Add 


Navy”, was painted on a sheet of clear glass 


| set at an angle on top of the planter. Navy 


accessories were grouped around the planter, 


| and the single mannequin wore a pink outfit 


with the aforementioned navy accessories. 
Checks for spring wear were featured in a 
series of windows by Display Director Jim 
Stewart at The May Company-Wilshire. A 
long narrow banner, running from the ceiling 


| to the floor, had giant checks of various de- 
scriptions and types printed on it—-hat checks, 


automobile checks, bank checks, restaurant 
checks, traveler's checks and what have you. 
The banner was made by the display depart- 
ment and had an overprinted rose at regular 
intervals to symbolize spring. The restaurant 
and bank checks on the banner were also 
marked “For Spring” with check marks after 
the words. Two mannequins wearing checked 
shortie coats were shown to one side of the 
banner, and the display copy read “We Like 
the Looks of Checks . . . all sizes, shapes and 
colors”. 

William Meissner used giant labels as the 
main prop for a promotion at Obhrbach’s 


| designed to emphasize the store name. This 


is especially important at that particular 
store, since most of the merchandise sold 
carries the Ohrbach label rather than the 


| label of the manufacturer. The enlarged labels 


were done in a vivid red with the lettering 
and detail in gray and were suspended from 
the ceiling in a series by 6-inch gold links. 
The background was gray, highlighted with 
blue from the spots in the light well. The 
copy, “Don't Buy Until You've Checked 
Ohrbach’s”, is taken from the store’s current 
radio and newspaper advertising campaign. 
In describing this particular windéw, Meissner 
said, “Strangely enough, we found that this 
simple setting carried a great deal of punch!” 

The creations of Schiaparelli were the sub- 
jects of a series of six windows at the J. W. 
Robinson Co. Paul Smith used large wire 
circles on which the designer’s name and the 
Arch of Triumph were shown. In the center 
of the circle, and framed by lengths of lacy 
fern, was a small bottle of Schiaparelli per- 
fume. Mannequins used were shown wearing 
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garments from Robinson's collection of 
Schiaparelli coats and suits in shocking pink 
and navy. Old-fashioned wicker dress forms 
were also used to emphasize the original de- 
sign appeal of the garments. 

Out at the May Company-Wilshire, Jim 
Stewart used the amusing “Old Smith” paint 
ing “Poker Dogs” to set the theme for a 
promotion of Scotsdale suits for men. The 
original painting, which shows a number of 
dogs of various breeds deeply engrossed in 
a poker game, was hung in the background 
A large poker table, raised at an angle from 
the floor, held chips, playing cards, the reader 


and a sheet telling the story of the painting. | 


The copy on the reader furnished the tie-in 
with the featured suit shown at one side of 
the poker table—“Stand Pat! You're comfort- 


ably at ease in Scotsdale Covert Cloth Suits!” | 


For a spring millinery and suit display at 
Ohrbach’s, Meissner used a large papier mache 


oval with a tree trunk texture and painted in | 
pastels as both the center of interest and as a | 
displayer for the millinery. A sheer pink | 
drape sweeps down from the ceiling to the | 
oval and then to the floor, forming a transi- | 
tional line which focuses attention first on | 
the millinery and then on the display card | 
Fashion News—Spring | 


copy which reads, “ 
Hats Have a 1950 Look”. Fern, leaves, brown 
wood chips and toadstools were used to deco- 
rate the floor. 


Ted Latimer Announces 
Popular-Price Figures 

Ted Latimer, vice-president and _ stylist 
for American Model Form Company, 38 
Greene street, New York City 13, has an- 
nounced a new line of mannequins in the 


popular price field. They will be handled | 


by distributors throughout the South, East, 
Southwest and mid-West. 


Wooden Candles 
For Display Use 

White birch candles, perfectly finished to 
simulate actual wax candles, are being 
offered the display field by G. P. de Coen, 
Inc., Newton 58, Mass. They are obtain- 
able in all decorators’ colors in sizes rang- 
ing .rom 8 to 18 inches 


Spokane Display Group 
Names Wayne Corey 

Succeeding Merle King, of the Bon | 
Marche, Wayne Corey has been named | 
president of the Spokane Displaymen’s As- 
sociation. Corey is in charge of display at 
the Palace department store 


For Bon Marche Unit 


With the opening of the Northgate unit of | 


The Bon Marche, Seattle, comes word of the 
appointment of George C. Nicholson as dis- 


play manager of the branch store. He has 


been in display for the past 17 years. 
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“" An “ 
HANSEN TaAcker 


A bonus of several hours of free work each 
week! That's what your Hansen Tacker 
gives you, because it gets so much more 
work done. Drives tacks or staples firmly, 
accurately — fast as you can grip the 
handle. Hold the tacker in one hand, 
your work in the other. 


The ideal tool for sign and display work 
Use it for mounting crepe paper and cor- 
tugated board window dressing, for at- 
taching merchandise to display cards, for 
hanging posters, attaching easels to 
counter cards, etc. Holds scores of tack- 
points at one loading. Drives through 
hard wood or thin metal. Its very first trial 
will convince you. 


A.L.HANSEN MFG. CO ASK FOR FOLDER 


HANSEN]! 504! RAVENS 


CHICAGO 


woo \V 


‘Tomiat 














SIGN WRITERS 
SUPPLIES 
...and ARTISTS 
MATERIALS 


Paclact Strole” 
1949-50 


caTacoe fumese ii 





he House of Pertect Stroke Brushes and Supplies 


126 E.THIRD ST. 


This year, 1950, is our fortieth year of 
service to the display field. For four 
decades it has been our unfailing policy to 
offer displaymen the finest in artists’ 
materials and sign supplies, and our many 
customers have rewarded us with their 
confidence and loyal patronage. 


This is our past record. We pledge our- 
selves to the continuance of this faithful 
service in the years ahead. 


If you have not yet received 
your copy of our new cata- 
log, pictured above, send us 
your request today. It is 
free for the asking. 


DAYTON. OHIO. 











Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 











USE THE 


OPPORTUNITY EXCHANGE is our bus 
For any WANT AD purpose: = 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 


PKU 





REPRESENTATIVES WANTED WOLD AIR BRUSH “°° 
173 W.CALIFORNIA AVI 


$3.00 Per Column Inch — CASH WITH ORDER 


- CHICAGO 47, ILL. 














SPECIAL NOTICE 


MEASURING 


NO ' 
NEC ESSAR Y! 


BRUNO'S 


oink -- Shape 


MANNEQUIN WIGS 


Designed with o special rubber 
base, Vari-Shape Wigs fit abso- 
lutely snugly and securely on 
the skull NO NEED FOR 
MEASURING! Come in any 
desired. New 
style chort. 


color Request 


Write for Descrip- | 


tive Literature or 
further information. 


Style 1302 


HERZBERG-ROBBINSmc. 


457 Broadway, New York 12, N. Y. 








JOBBERS 


We specialize in Children's Mannequins 
For particulars write 


WINDOW MANNEQUIN, INC. 


449 West 0 St. New York 1, N. Y. 








COSTUMES of YESTERDAY 


KATHERINE BURR FLEMING 


76 Rogers St. Branford, Conn 
Phone: Branford 8-1830 


Write for circular of photos 
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ELEGANCE, SOPHISTICATION 
[Continued from page 42} 


} w.ndows accessible from non-selling areas in 
| the store, greatly facilitating display installa- 
tion and maintenance. 
Lighting throughout the 
| combination of fluorescent 
and incandescent soffit fixtures. Specially de- 
signed incandescent fixtures are 
used in the dress salon to lend added char- 
Displays 


store 18 by a 
fixtures in coves, 


candelabra 
| acter and atmosphere to its styling 
| are accented by ceiling spots and by con 
| cealed display lights. 
Since its opening, the 
favorable comments from 
visitors alike, and has become known in the 
retail trade as one of the country’s smartest 
| apparel shops. Its volume of 


store has received 


customers and 


sales has ex- 


ceeded expectations in every phase of its 


operation. The success of the store is testi- 


mony to the wisdom of Magnin’s policy of | 


| entrusting responsibility for both building 
| and interior to the architects, thus enabling 
them to integrate design throughout. 
Associated with Victor Gruen, AIA., in its 
design were Michael Auer and R. L. Baum- 
feld, associates in the firm of Gruen and 


Krummeck 


| "Lakeland Week" Awards 
| Are Made Known 
“Lakeland Week” 


announced — the 


display 
following 


Sponsors of 
contest have 
results : 

Winners of $300 in Savings Bonds: Lester 
Gangluff, The Metropolitan, Dayton, Ohio; 
Kenneth Bordwell, Husbaum’s, Schenectady, 
N. Y. Winners of $200 awards; W. G. 
Mudge, Armstrong's, Cedar Rapids, lowa; 
W. W. Morgenweck, R. J. Goerke Company, 
Elizabeth, N. J.; Watson Conland, Ivey’s, 
Asheville, N. C.; Ernest Brown, Stiefel’s, 
Green Bay, Wis. 

Awards of $50 each went to Jack Wilson, 
Al Baskin’s, Joliet, Ill; Arthur Waldron, 
| Frederick Loeser & Co., Brooklyn; Tony 
Bezouska, Sabath’s Department Store, 
| Chicago. 

The following won $25 each: Arnett J. 
Ritter, B. R. Baker Company, Toledo; 
Charles FE. Leach, Isaac Baker & Son, Erie. 

> Colony Men's & Boys’ Wear, Toledo: 
H. Frear Company, Troy, N. Y.; 

Lloyd Grubbe, F. W. Karstens Company, 

Madison, Wis. 

Albert Miron, Kauffman's, West Chester, 
Pa.; Frank Hendricks, Klee Brothers, 

| Chicago; Howard A. Bumba, Levy Brothers, 

Louisville; McManus & Riley, Albany; 

H. C. Prange Company, Sheboygan, Wis. ; 

Printz Company, Kane, Pa.; Printz Com- 

pany, Warren, Pa.; Joseph Weil, Surprise 

Merchandise Company, Ogdensburg, N. Y.; 

Ernest Raynor, Wiley Dry Goods Company, 

Hutchinson, Kan 


"Swim For Health" Posters 
Available Without Charge 

Official posters for the 1950 “Swim for 
Health Week”, to be held during June 19-24, 
may be had without charge from the Swim 
for Health Association, 60 East 42nd street, 
New York City 17. Posters are 14 by 17 
inches in size, printed in four colors. Other 
publicity material is also available on re 
quest. 
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DIP IT! 
CAST IT! 
DRAPE IT! 

SHAPE IT! 
SILK SCREEN iT! 


Colloid Treated Fabric 


Cut desired pattern out of “Celastic” and 


simply dip into ‘“‘Celastic” Softener and 


drape it, shape it, cast it or silk-screen it 
Dries in 20 minutes—is 
unbreakable too! Will take any 


cuts overhead up to 75%—No display shop 


weatherproof and 
finish— 
can afford to be without it 


Write today for detailed literature. 


WALTERS DISPLAY, INC. 


1649 Third Ave. New York City 28 
TRafalgar 6-0418 
Notional Distributors @ Display Industries 
U. S. A. - CANADA 


*Trade-Mark of the Celastic Corporation 














‘LWHOPD styles g sizes 
of . 
3-dimensiona 
1 
display 
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PROPER SIGNING 
OF MERCHANDISE 


[Continued from page 52) 


Before: 3-way brass lamps—14.95. 

After: gleaming brass bridge and floor 
lamps—3 way light; silk lamp shades; budget 
low price, 14.95. 

Before: Summer Blouses—3.98. 

After: Cool cotton summer blouses—-wash 
and wear wonderfully; pastels and white; 
sizes 32 to 38, 3.98. 

Before: Bathing suits—16.95. 

After: For your water wardrobe, bathing 
suits—rich textured rayon fabrics; rainbow 
colors; sizes 32 to 42, 16.95. 

The purpose of having the assistants bring 
a specific item from their departments was 
to give them an opportunity to describe these 
items at this meeting. They were greatly 
surprised to learn how simple it is after a 
few questions were asked them, and what a 
source for obtaining correct information and 
copy for signs this procedure could be 

In this manner they were impressed with 
the importance of signing merchandise with 
all salient facts not obvious to the consumer 
from just looking at it. Sales neople do not 
find it very difficult to think of things to 
say about an article when trying to make a 
sale. However, they seem to go perfectly 
blank when writing a requisition for signs. 

They were also informed that the procedure 
to follow was that all requisitions were to 
be filled out with all the facts and prices and 
then sent to the advertising department for 
editing. Editing was assigned to the copy- 
writers in the advertising department; they 
are better fitted to do this than anyone else 
because they are students of copywriting and 
are constantly using it in their work 

I am not in the employ of any concern 
producing machines that make signs: how- 
ever, | am obliged to recommend them for 
making store signs in preference to hand- 
made signs. Signs produced by sign-making 
machines can be made more rapidly and, all 


lettering being perfect in formation, they are 
more legible and more easily read than hand- 
made ones. 


Our procedure in producing forward signs | 


for our window display is as follows: We in 
display notify the sign shop what merchan- 
dise is being shown, they then call the de- 
partments for information relative the goods. 
The information is given to the copywriters 
who prepare the copy that is carried on the 
finished sign. 

The secret of creating the most productive 
signs lies in giving all salient facts and in- 


formation relative to the merchandise you are | 


endeavoring to sell. Signs are nothing less 
than silent salesmen and are working con- 
stantly all day long in the store. Those in 
the show windows are at work all day and 
into the night. They do not stop for lunch 
or rest periods—but they are only as produc- 
tive as you make them. 


"Kiddie Form" Introduced 
By Red Wing Products 


A “Kiddie Form” of clear plastic, designed 
to fit any T-stand, has been placed on the 
market by Red Wing Products, Bellerose, 
N. Y. In addition to use with T-stands for 
all types of merchandise display, they can 
be used as wall units. Their size makes 
them equally adaptable for counter or ledge 
display, as well as window use. Descriptive 
literature is available from the manufacturer 
on request. 


Kling Studios Opens 
Detroit Office 

Kling Studios, Inc., Chicago, creator and 
producer of advertising art, photography, 
point-of-sale displays, and convention and 
sales exhibits, has opened a new client- 
service office in Detroit at 1928 Guardian 
building. Stanley H. Jack, formerly with 
Ewell & Thurber Associates in the creative 
division of the agency's Chicago unit, has 
been appointed resident manager for Kling 
in Detroit. 


DON’T SEND 
-—MEASUREMENTS— 


THIS WIG WILL 
FIT! 


Style No. 1301 


BRUNO'S 


Vari -Shape 


MANNEQUIN WIGS 


The reason you don't have to 
send measurements? Simply 
. « « it's because Vari-Shape 
Mannequin Wigs FIT! They're 
made with a special rubber 
base and come in any color 
desired. 


Write for Descriptive Literature 
and New Style Chart 








“HERZBERG-ROBBINS - 


457 West Broadway, New York 12, N. Y. 


Specialists In Mannequin Wigs and Repeoirs 
Years of skilled experience assure as quality 
work at budget prices. Get Vari-Shape Wigs! 





Everything for Display 
JOS. E. PODGOR CO. Inc 











ANIMATED DISPLAY UNITS 


OF EVERY DESCRIPTION 
Turntables, pendulum motors, No, 6 dry cell 
motion units 

LOW PRICES — 1950 SENSATION 
A small turntable, no gears, no spark, no oiling, 
variable speed adjustment. Write for literature. 


EARL PELLETIER 22 ft21120 70 
COrtiandt 7-0142 

















y 
yERES HOW! 


as’ TIMELY TIPS 


a FOR DISPLAYMEN 


QUESTION?? 


IF @ curtain or drape, on giass, 
shut out light and collect dust 


HERE'S HOW!... 


Just cut Lithophane solid co'or, or all-over 
design patterns into size and shape de- 
sired. (You can also pre-letter it like a 
paper sign). Immerse in water and apply 
to glass. Handsome and lasting! Blocks 
out sight, admit light! Attractive and 
inexpensive At your dealer or order 
direct 
FAMOUS BELGIAN LITHOPHANIE NOW 
AVAILABLE AT ALERT DEALERS EVERY- 
WHERE, or write for FREE CATALOG to 
GARRISON WAGNER CO 

2018 Washington Ave., St 
ADLER.JONES CO 

521 S. Wabash Ave., 


would 
? 


Louis, Mo 


Chicago, Hl 


CAPPY & CO 
323 Bi'vd Of The Allies, Pittsburgh, Pa 


SHUR NUFF, INC 
24S. 6th St., Minneapolis, Minn 
OR WRITE DIRECT — FOR FREE CATA- 


LOG, SAMPLES AND ANSWERS TO ALL 
YOUR DISPLAY PROBLEMS 








ISINGLASS VALANCE CO. 
5206 Tilden Ave.. Brooklyn 3,N.Y. 





STAPLE —to save time... 
speed up production | 


T-32 GUN TACKER 


A many purpose tool replacing hammer and tacks 
at trigger rate speed. Shoot a staple wherever a 
tack can be driven. Ideal for mounting cloth on 
frames, tacking up placards, erecting displays, 
etc. Same machine takes a 3/16", 1/4" and 5/16" 
staple. Loeds 150 staples $8.50 
Rustproof ‘Monel’ staples available 


P-22 HAND STAPLER 


Reaches into hard-to-get-at 
tagging, labeling, wrappings 
tainers and boxes. Same machine takes 
5/16" staples. Loads {50 staples 


Slightly the West 


Ideal for 
con 
and 
$6.00 
and Canada 


Ow 


places 
sealing bags, 
1/4 
higher in 


Dealerships open write Dept 


Arrow Fastener Company, Inc. 


30-38 Maujer St., Brooklyn 6, New York 
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GOOD MERCHANDISING 
NEED NOT BE COSTLY 


[Continued from page 50) 


As long as your sales are continuing, keep 
up your promotion, let the public decide 
when they should be cut off — don’t you 
decide! Of course you must be careful to 
slow down on buying and promotion when 
the yellow light of caution starts showing. 
But at this point you can begin switching 
attention to the runner-up. Get the 
sales from an item while it Is a 
Don't be caught short! But, be 
not to be long on inventory, 
because an item eventually goes out of 
fashion. You can be sure there is another 
one on the way. Find out what it is; don't 
wait for your competition to explain it to 
That's the way to maximum volume. 


your 
maximum 
fashion 

caretul so as 


you 
Fashion can be an item, but let me suggest 
that you don't stop at item selling. 3y 
item selling I mean individual article em- 
We think No. 1 importance is 
in terms of ideas. This can be a 
ensemble, a need, a_ utility, a 
habit or a trend. Remember, fashion be- 
comes a “best seller” because it’s usually 
what most people want when it gets to be 


phasis 
thinking 
color, an 


a fashion 

You have heard previously on this 
gram about the trend to brighter 
this spring. We think the trend will be even 
greater in ‘51 New materials, brighter 
a different fit. That’s all part of a 
fashion promotion But when it 
what will you do about it? Will you merely 
“new ete.”? What will 
In the stores, in the 
are showing 
we have not seen too many out 
ideas, but the trend 

Once the public is 
for 


pro 


colors 


colors, 
comes, 
say, pastels, etc., 
your selling ideas be? 

regions where bright colors 
and selling 
standing 
will continue to grow. 
sold on the benefits, they will be ready 
the change. Nothing is more certain than 
change If we had to wait until clothes 
out, retailers would go broke. It is 
that reason for 
fashion buying fashion 
by bringing something replace 
ment, but that new idea or article must be 
better looking, better made, give better 
service and put Mr. Jones in style, and then 


promotional 


wore 
most 
out ot 


creates 
Clothes go 


obsolescence 


new as a 


people will pay you good money for it. 

must like people and_ bring 
The more benefits he brings 
that he 


\ retailer 
them benefits 
through the and services 
offers, the more successful he will be. Your 
greatest interest should be people. It's the 
conductor on the trolley that must like the 
people. If he doesn't, he would be better 
off in front of the car running the motor 


goods 


entirely 
pictures 


promotion deal 
with and we must build 
Most good ideas will come to 
result of your experience; with practice they 
get better if ‘they are bringing you 
Keep going with those ideas, don’t 
stop, the football in half to 
at the inside take it at face 
and keep playing the game 


In fashion we 
people 


you as a 


should 
results 
look 


don't cut 


air value 

Let's take what we think are fairly typical 
examples of store windows and show them 
on the screen. In this you will 
blue and gray, which are always a_ hot 
the 100 per cent “no . 
window merely been 


one see 


sale’ 
filled 


item 
trend 


given 


rhe has 
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merchandise. It is 
impossible to distinguish one from the 
other. At the same time, little or no 
thought has been given to the selling of 
related accessories of any kind. Remember, 
gross dollars keep the business running. 
Here's another illustration. This is what 
would be described by a displayman as a 
“beautiful window” — it is very pleasant to 
look at. Everyone that sees it should be 
just as excited as if they were jooking at a 
very fine painting. Now let's ask ourselves, 
“Does it sell merchandise?” Let's look at 
the headline — “Regimental Colors Are 
New For Spring.” Are blue and gray new 
for spring? We come to the reluctant 
answer, “No, they are not new”. They have 
been right for spring for years but in 
varying degrees. We know that next year 
they will be “hot”. We will see in a 
moment the way in which a good idea 
bogged down some place along the route. 


with mannequins and 


Let's take again the stable colors of blue 
and gray. Think hard... now what does 
it do for you? The facts are that men look 
good in blue and gray. We almost hit a 
copy line, “Men Look Good In Blue And 
Gray.” New let’s ask ourselves, is that the 
best way to say it? What is better? So let’s 
say, “You'll Be In Fashion in Regimental 
Colors For Spring” and we say “in fashion” 
because we think that is very important to 
Mr. Jones. If he is in fashion he knows he 
looks right and we say “you'll be in fashion” 
because we want to put Mr. Jones right in 
the picture 

Let's ask “why?” . and to make a 
long story short, we find out that the regi- 
mental colors of blue and gray, though old 
colors, are still the most popular shades for 
spring. So we explain this with short copy 
as you can see on the illustration. So much 
Now let’s try to discover 
the idea. Not just the 
accessories. Again, let's 
Let's say that 
Your Ap- 


for the headline. 
sell with 
coat or suit, but 
set up a simple copy story 
“The Right Insure 
pearance.” 


how to 


Accessories 


Next we give the necessary facts that are 
important to complete the picture. The 
fabric, tailor, style and price. 

Now let's transpose this from a 
dimensional picture (in the ad) to one of 
three dimensions (in the display). These 
are even more difficult to do right. It needs 
more thought, experience, time and effort. I 
will illustrate a few roughs again, created 
to assist you to see that the techniques can 
should be different, simple and prac- 


two- 


and 
tical 

In our estimation, many stores get 
into a rut with their displays. They try to 
sell a fashion idea with an old technique, 
or they get involved with such a beautiful 
window or a beautiful interior display that 
they forget the basic fundamental fact that 
the only reason for display is to sell mer- 
chandise. If it doesn't sell, it's no good to 
you and the amount of money expended 
for it, whether a dollar or a thousand dol- 
lars, is Thus, display gets expen- 
sive 

If you do a blue and gray promotion, or 
any other good fashion idea, be sure it’s 
good... be sure you have the goods! 
Don't risk a speculative fashion. Select a 
good best seller fashion. Try to keep track 


too 


wasted. 
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of the results. Know how many people you 
are stopping with your windows, then try 
to see how many more you stop. Remember 
the more people you stop, the more you will 
sell and the same applies to your interior 
merchandising plans. 

Now be sure that your sales people 
sell more of the people that stop and 
don't plan good ads or display if sales 
people can't close the sale. Do more sales 
training. Your advertising must be good, 
display must be good. Give each the right 
proportion of the budget based not on last 
year’s record but on what you want to do 
now. Set yourself a goal and aim towards 
that goal. The right planning often takes the 
place of many expenditures. 

We feel that sometimes the small store 
has a definite advantage over the large store 
because of the fact that the sales people are 
in closer contact with the customer. In 
many cases te customers have their regular 
sales persouw that they can count on, not 
only to sell them everything that they will 
but to sell them what they need and what 
is right for their needs 

Again, the small store has an advantage 
over the large. store because the sales people 
<an be more easily trained as regards the 
wishes of a progressive and merchandising 
minded management. As a suggestion, re- 
view your promotional plans with your sales 
people. You might find that Joe Jones, who 
to your mind has just been selling, has a 
good merchandising idea that he can pass 
along. 

If you review the promotional plans you 
have a better chance to cash in on more 
and better related selling. If you are stress 
ing a certain type of muffler and gloves 
and jewelry that go together in connection 
with your regimental color promotion, let 
your sales people know about it so that they 
can do a better selling job. It will all pay 
off. 

Last but not least, don’t worry about 
whether the ad or the display comes first. 
It doesn’t make any difference where the 
seam is on a roller towel. Let either come 
first, but be sure that the idea and the plan 
dovetail 

Too much promotion is without real 
rhyme or reason. It’s because “We always 
run our ad on Friday” or “We always 
change our windows on Tuesday.” That is 
just plain waste; just plain expense 

Get your plans on paper early, many 
weeks in advance. Don't be afraid to change 
them if conditions change. Give your sales 
people an idea of retail arithmetic and how 
they can contribute to improve it. Let them 
know why you want to push best sellers, 
why you need gross dollars to run your 
business, then teach them how to show and 
how. to smile . . . how to arrange goods for 
best customer observation and_ selection. 
How to get better control by sizes and 
colors and price; never to be out of best 
sellers per square foot; better turnover, 
and most of all a lower cost per transaction 

The proper showing of an inventory of 
goods is more important than ever. A set 
of records alone will not run the store. 
Inventories must be visualized by best 
sellers in styles, colors, fashicns, etc. This 
helps you to know if you have most of what 
you sell. Certainly, it is complicated, but 
you must have more emphasis to get volume 
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Ants and Glowers 
Sweeping the Country | 


With Smart Easter Flowers, Plants, 
Foliages, Botanicals and Novelties 


PRESERVED 

a Green, Pastel Shades. 

ASPARAGUS Flocked or Plain. 
FERNS 


GRASS MATS Natural, Green, 72 Row. 


Burlap Back. Loose Grass. 


Bamboo Poles and Stalks, Preserved Ferns, Phoenix, 

Cicus, Cocoa Nut Leaves and Palmetto Leaves Flame- 
PALM TREES proof. Sea Shells, Seafans, Sponges, Coral, Star Fish. 

Colored Sands, Crystals, Wood Shavings, Fish Nets. 


BRANCHES Redwood, Birch, Natural, Colored, Grape Vines, Cherry 
TREES Trees, Apples Trees, Birch Poles and Bark. 


MOSSES Sheet Moss, Spanish, Liche. 


Write for Tropical, Spring and Summer price list! 
VISIT... “The House of Naturals” 


ARTS and FLOWERS* "nc 


Manufacturers @ Creators @ Importers 
43 WEST 56TH ST. NEAR 5TH AVE. NEW YORK 19, N. Y. 


*Reg. U.S. Pat. Off 














Hot off the press! 
The newest in Rocks 


Mabaitin| 


Send today for WOOD LETTERS 
Williams folder DW/73R OF ANY TYPE - MATERIAL - SIZE 


BACKGROUNDS 
and displays 


498 Seventh Avenve, New York 18 | 151 W. 18TH STREET (Bet. 6th & 7th Aves.) 
NEW YORK I!, N. ¥. 


letter co. 


tmeocoaroenates 











rh ‘stocrat 


PRICE- MARKERS 


T RCH ANGE 


SMART - DIGNIFIED 


ABLE 


WITH THESE seauTiFuL SOLID METAL 
NUMERALS IN BRIGHT POLISHED CHROME 
OR SATIN FINISH. USED BY THE MOST 
EXCLUSIVE STORES. DISPLAYING SMART 
ITEMS — MADE IN 1/4” ~- 5/16" ~ 1/2" ~ 1” 
HEIGHTS — 160 PCS. PER SET—PACKED IN 
A COMPARTMENT BOX. 
MANUFACTUR: 


CCMBINATION 


SELECT DEALERS AND SALESMEN WANTED 








TWINKLE-LITES 


The sure key to 


DAZZLING DISPLAYS 


These multiple Miniature Light sets have many 
uses. They put ZIP into your displays at low cost. 


@ SURPRISINGLY semcermed @ Multiple hook-up, 


with or without mer @ Custom built to 
your specifications @ Complete with bulbs in- 
stalled, boxed individually or bulk packed @ Ali 
merchandise approved and guaranteed. 


4 NOEL 4 


Manufacturing Co, nt. 


136-138 East 122nd Street, New York 35, N. Y. 


COMPLETE ENGINEERING AND MFG. SERVICE 
FOR ELECTRIFYING DISPLAYS 


APPROVED UNDERWRITERS LABORATORIES 











DISPLAY WORLD 


Fisher Now Sole Owner 
Of General Display 

Junius Fisher, president of General Dis- 
play Corporation, 140 West Fourth street, 
Cincinnati, announces that he has purchased 
the interest of Merril Hermanson, vice- 
president of the firm, and that the business 
will continue with the same policies as here- 
tofore 

It is reported that Hermanson will engage 
in the display business for himself in New 
York City. He removed to that city several 
months ago to manage the local office of 
General Display 


Image Projector 
Aids Displaymen 

The “Art-O-Graph” image projector has 
been announced by J. A. Engel, Inc., 624 
Syndicate building, Minneapolis 2. With this 
device sharp images of physical objects, 
photographs, artwork, and the like can be 
projected. Copy can be enlarged up to four 
times, while large copy can be reduced to 
fractions of an inch. The “Art-O-Graph” 
is designed vertically to operate directly 
over the drawing board or work area. 

Finished artwork can be rendered directly 
from the image as it appears on the work- 
ing surface, without intermediate ‘steps such 
as tracings. Complete details can be had 
on request from the manufacturer 


Card-Writer Introduced 
For Small Cards 

A card-writing machine for the produc- 
tion of small cards has been placed on the 
market by Schulz Manufacturing Corpora- 
tion, 3945 Milwaukee avenue, Chicago 41, 
under the name of “Sales-Maker”. The ma- 
chine will take cards up to and including 
5% by 7 inches in size. 

Overall dimensions of the device: 12 
inches wide, 14 inches long and 6 inches 
high; the weight is 17 pounds. According 
to Lambert R. Binder, of the company, some 
of the features are no type to handle, auto- 
matic spacing, simplicity, portability, low 
operating cost, and color printing where 
desired. Literature describing the machine 
will be sent on request to the company. 


Hansen's Hobby 
Gets Write-Up 

The hobby of Dan 
repairing — was the 
article in an issue of the Peoria, IIL, 
Journal-Star a short time ago. One of the 
old-timers in display, Hansen adopted this 
hobby after retiring as display manager for 
Clarke & Co., a position he had held for 
25 years 


Hansen — mannequin 
subject of a feature 


Maley Takes Position 
In Hawaii 

Formerly display manager for The Broad- 
way-Hollywood and more recently in charge 
of sales for Nardini Studios, Hollywood, 
Aubrey Maley has returned to retail dis- 
play by accepting a position in Honolulu 
He has been made display director of the 
Honolulu stores of MeclInerny, Ltd, and 
manager of the new unit known as Mc- 
Inerny’s-Waikiki. Maley will take up his 
new duties late in March 
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Bernie Jacobs Elected 
By California Group 


B. A. “Bernie” Jacobs, of the B. A. Jacobs 
Company, Angeles, has been unani- 
mously elected president of the California 
Display Industries for the coming year. 
Other officers appointed are: Richard Fitz- 
gerald, Fitzgerald Display Company, vice- 
president, and Earl H. Wells, B. A. Jacobs 
Company, secretary-treasurer. 


Los 


—B. A. Jacobs— 


Frank Dunn, of California Display Studio, 
as outgoing president automatically becomes 
chairman of the board of directors. Hold- 
overs on the board are Emil Corsillo, of the 
Hollywood firm of that name, and Paul 
Stone, of Craftmasters. Elected for two- 
year terms to the board were William 
Decter, Decter Mannikin Company, and 
Victor Grant, Grant & Sons, Inc. Elected 
for a one-year term was Ned Wiener, 
Tabery Corporation. Frank Ackerman, 
Western Display, was named executive 
secretary. 

A plan of operation for the forthcoming 
year will be presented by Jacobs at the next 
meeting of the manufacturers’ group. 


Peck & Peck Names 
Ted Tomich 

Peck & Peck has announced the appoint- 
ment of Ted Tomich as window display 
director for the company’s stores in the Chi- 
cago area. Tomich was at one time assistant 
to John R. Cooper, display director of Man- 
del Brothers, of the same city. 


Jim Murray pan 
Rothschild's, Chicago 


Jim Murray, who spent 20 years as a dis- 
playman on Chicago's State street, has re- 
turned after an absence of two years. He 
has joined Rothschild’s, and will be respon- 
sible for display in the firm’s Chicago and 
Evanston stores. Murray was with the New 
Boston store until it discontinued operations 
in 1948. 
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WORLD'S MOST UNUSUAL 
DRUG STORE 


[Continued from page 48) 


nually. It takes good visual merchandising | 
knowledge to perform such an achievement. 

And being the visual merchandising di- | 
rector of a store of this kind is both a 
challenge and a pleasure. But it is no small 
task, for few display directors are called 
on to “compete” with a store head whose 
reputation for merchandising showmanship 
is equalled only by his reputation as the 
personification of free enterprise. 

No one is more aware of this tian Edwin 
(Eddie) F. Tanner, the present visual mer- 
chandising director of Webb's City. As he 
puts it: “I can conceive of only one other 
position which might be easier—that of 
refuting Einstein's latest theory. In this job 
I never know from one minute to another 
when ‘Doc’s’ dynamic imagination will throw 
another ‘impossible’ onto my lap-—with said 
‘impossible’ to be performed by tomorrow 
morning !” 

Webb’s City display departmeat consists 
of only four men. Together with its sign 
and poster division, however, it can boast 
of eight. But the store’s exterior display 
(20 large windows) and its interior display | 
(“44 different stores”) is in the hands of 
only four. Approximately 80 per cent of all 
props used by the department are conceived | 
and worked up in the department work- | 
shop. Even a greater percentage of its art 
work is done within the store. 

All in all, Webb's City display department 
differs little from the ordinary run of such 
departments. It is the terrific pace (set by 
“Doc” himself) with which the work must 
be accomplished that makes the department 
so different from the usual 





Device Calls Attention 
To Firm Name 

A device for bringing greater attention to | 
its name plate in the background panel of 
its displays has been placed in use by Allis- 
Chalmers’ expositions and shows section, 
headed by Alex Schlueter. It consists of 
traveling letters which extend and retract 
over an 8-inch span at a speed of about 15 
revolutions per minute. 

The white “Allis-Chalmers” block letters 
in a 15%-inch high box opering lighted 
from behind and activated by a _ 1/6-hp 
motor driving an eccentric through a gear 
reducer are eye catching as they move 
slowly forward and back against their dark 
green background. 

Also calling attention to th: company’s 
displays is a new translucent plastic and 
plywood trademark panel in red, the illumi- 
nation of which is increased and decreased 
in intensity by means of a motor driven 
variac. | 

The new pieces were produced by the | 
Chicago branch of Gardner Displays Com- 
pany 





Poppenberg Now With 
Copeland Displays 

Arthur Poppenberg has joined Copeland 
Displays, Inc.. New York City, in an ex- 
ecutive sales capacity. He formerly repre- 
sented Tide magazine and National Broad- 
casting Company. 
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Modern Minic Displays Help Build Your Sales 


| Handsome, widely useful, with ample shelf capacity and adjustable lengths, 


the Minic Comet Stand is a versatile salesman in your store. 


“Old country" cabinetmakers have com- 
bined plywood and pine to achieve 
ultra modern design. Pivoted shelves 
make possible distinctive selling displays 
up to 58” in length. 

Economy-minded displaymen regard this 
stand as unrivaled in usefulness for 
window, island, ledge and counter dis- 
plays. Finish: white lacquer. 


Size: 
18" high, 31" long; shelves — 9" wide. 
Price: $27.60 
F.0.B. Destination 


Mail your order-today and start building sales. Specify Unit M-54. 


Minic Display, > 


503 East 72 Street 
New York 21, N. Y. 


“Complete Woodworking Facilities” 


© 1950 MD 
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LOOK! IT'S NEW! 
PRESERVED AND FLOCKED 


TROPICAL FERN 


Trees, Sprays, Sea Fans, Sturfish 
White, Pastels, Deeptones, and Black. 
Something different for Spring and Summer 
promotions combined with Flowers, Foliage, 
Window Boxes and Beach Displays. 

Tree Sizes: 18", 28/32", 42/48". 
Sprays: 12/18", 20/27", 30/36". 
If your dealer cannot supply you 
Order Direct 
for immediate Delivery 


JACK DE WEESE 


205 S. Miami Ave., Miami 32, Fila. 











a ern Sh REO > DENIES 


AIOE 





T . 
Build a career in this well paying, uncrowded 
profession. Learn every phase of window trim- 
ming and interior display. Study under out- 
standing factulty. Practice in full length windows. 


CURRICULUM 

Cloth, Crepe Paper and Painted Backgrounds, 
Drug Windows, Men's Wear, Children's Wear, 
Women's Ready to Wear and Specialties, Smaii 
Wares, Window Design, Mannequin Draping, 
Interior Display, Lighting, Show Card Writing, 
Silk Screen, Papier Mache Fabrication, Prop 
Construction 


FACULTY 
MARC BEELER, Boawit Teller 
ELWOOD RK. SULOFF, Penn State College 
ARTHUR GLICK, Formerly A. 5. Beck Shoes 
CHARLES M. LENNOX, Lennox-Passemore Co 
WILLIAM McBLAINE, Browning-King Co. 
CHARLES A. NUGENT, The Blum Store 
JOHN P. O'NEILL, Chain Store Consultant 
MARGARET LUNDBERG, Academy of Fine Arts 
JOSEPH MAIDA, Phila. School Industrial Art 
WILLIAM B. MURROW, University of Penna 
JAMES FEE, Strawbridge & Clothier 


@ Approved for Veteran Training 
@ Free Placement Service — over 85% of gradu 
ates placed in well paying positions 


“The Nations Center for Display Education” 
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Arthur McMahon Returns 
To Retail Display 

With Drug 
for nine years before 
his own display company time ago, 
Arthur W. McMahon has returned to re- 
tail display by accepting a position as dis- 
play manager of the Golde Department 
Store. The firm is located in Maplewood, 
large suburban depart 
stores that are beginning to be so 
Louis county 


Company, St 
leaving to organize 


Glaser 


some 


and is one of the 
ment 
plentiful in St 


International Register 
Makes Staff Changes 

International Register Company, 2620 West 
Washington boulevard, Chicago 12, manu- 
facturer of the “Cutawl”, has made known 
several changes in the firm’s sales staff. 

E. J 
been appointed vice-president in charge of 
sales. H. H. Roseftheim has been promoted 
to assistant sales manager 


Sohnen, formerly sales manager, has 


In addition to these appointments, R. Bed 
ford and R. Clark heen added to the 
sales staff as field representatives 


have 


Record Sale Made 
Of Garment Racks 


The largest installation of garment racks 
ever to be made in any store in the United 
States went on display February 27th with 
the opening of the Newark store of 5S 
Klein, New York City. Over 1,400 all steel 
“Korrect-Way” racks [ 


wall tubing, were ordered for the 


plus two miles of 
self-serv 
ice operation which characterizes the com 
pany 

The order by S. Klein, a division of the 
Grayson-Robinson Stores, Inc., owners of 
the new store, was filled by the American 
Fixture & Manufacturing Company, St 
Louis, exclusive manufacturers of “Korrect 
Way” racks. Fifteen rolled 
steel was required in the manufacture of 


miles of cold 


Louis, 
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the racks. The racks placed end-to-end 
would reach over a mile and a half and 
hold 250,000 dresses. An additional 200,000 
dresses can be displayed on the wall tubing 
installation. 

Milton M. Goldstein, New York City 
sales representative of the American Fixture 
& Manufacturing Company, Chain Store 
Division, negotiated the 

Only six weeks were required to complete 
the job, a fact largely due to the American 
Fixture & Manufacturing Company's new 
cold rolled steel tube mill. Lineal capacity 
of the mill ranges up to 180 feet of tubing 
per minute. From 100,000 to 300,000 pounds 
of steel per day can be handled, or a maxi- 
mum of 200,000 ‘feet of tubing, equal to 
approximately 40 miles of tubing a day 

In addition to the 6-foot racks, single 
rail and double rail racks which were pur- 
chased for the Klein store in Newark, the 
“Korrect-Way” order included 40 children’s 
mannequins, 1,000 card frames on the double 
2,000 card frames in miscellane- 
ous sizes. Approximately $150,000 was in- 
volved in the installation of this merchan- 
dise. The total shipments came to 95 tons 

five carloads knocked down. 


sale. 


racks, anc 


Caddie Catologue. 
Ils Released 


Decorative planters and lamps are the 
subjects of a loose-leaf catalogue just issued 
by the Caddie Company, 712 South Pulaski 
road, Chicago 24. Copies will be sent free 
on request 

Veteran Displayman Retires 

After 47 Years In Field 


Wilbur T. Davis, who entered the display 
field 47 years ago, has retired from his 
position with W. H. Turner Company, 
Kokomo, Ind., with which firm he had been 
since 1935. He will make his home in 
Lafayette, Ind. 





Bae dent canara echt 


617 CHESTNUT ST., PHILA. 6, PA. 


Write for Descriptive Booklet 








CHROME METAL 
MOLDINGS and FRAMES 


for every display ond 
decorative need 
199 popular desiqns — durable 
non-tarnishing. 
Write for style folder 
Jobber inquiries invited 


IRVING BERLIN & CO. 
719 Eighth Avenue @ New York 19, N. Y. 








USE THE 


Opportunity Exchange 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch CASH WITH ORDER 


On opening day of the Newark store of S. Klein. Milton M. Goldstein, New York 
City representative, American Fixture & Manufacturing Company; Ben Golde, comptroller, 
Grayson-Robinson Stores, Inc.; H. P. Kuchai, Grayson-Robinson Stores, Inc.; 
David Fintell (behind Kuchai), general purchasing agent, S. Klein; A. Rezika, general man- 
ager and assistant to the president, S. Klein, and Phil Harris, president, S. Klein— 


From left: 


president, 
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Displaymen from Toronto, Ont., were the 
guests of the Buffalo Display Men’s Club. 
A demonstration of displaying footwear was 
the feature of the evening 

Irving C. Eldredge, display manager for 
R. H. Macy & Co., New York City, was 
planning an extensive trip to Europe; he 
expected to spend considerable time at the 
International Exposition of Decorative and 
Industrial Art 

Ernest C. 
Kan., joined S. R. Gordon Company, Keno- 
sha, Wis., as display manager. 

The Callahan Company, Yakitnha, Wash., 
appointed V. E. Averill display manager. He 
had been on the staff of Meier & Frank, 
Portland. 

Adrian Delsman, Seattle, was named dis 
play and advertising manager for WW. E 
Draper, Inc., Yakima, Wash., 
P. Darcy. 

Carl Schachtele resigned from the display 
department of The Fashion Store. Columbus, 
Ohio, to become first assistant et Frank & 
Seder, Philadelphia. 

L. B. Burns, formerly display manager 


Brown, formerly of Lawrence, 


succeeding E 


of the Hub Clothing Company, Savannah, 
Ga., was appointed to a similar position with 
Leopold & Shafer, Galveston, Texas 

George Hollinshead became display man- 
ager for The Ball Store, Plymouth, Ind., 
succeeding Louis Semper 

The Minneapolis Association of Display 
Men elected the following officers: W. H 
Hinks, L. S. Donaldson Company, presi- 
dent; P. J. Fritsch, Mercantile 
Company, vice-president, and Guy C. 
sill, Goodsill Fixture & Foliage Company, 
secretary-treasurer 

MARCH, 1940 

Claude Gehring, for many years display 
manager with Rike-Kumler Company, Day 
ton, died at his home after a long illness 

Formerly in charge of display for Ker 
Dry Goods Company, Oklahoma City, L. I 
Wilkins joined the Pizitz Department Store, 
Birmingham, as display manager 

Joe McCann, president of the International 
Association of Display Men, and display 
manager for S. Kann Sons Company, Wash 
ington, was the speaker at a meeting of the 
Boston Display Club 

George Silvestri and Bernard Gorman 
purchased the Silvestri Art Mfg. Company, 
continue the busi- 


Powers 
Good- 


Chicago, and planned to 
ness under the same name The 
owner, Ned Silvestri, moved to the 
coast 

Formerly in charge of display for Boggs 
& Buhl, Pittsburgh, Herman Ganter joined 
Gimbel Brothers, of the same city, as dis 
play manager. Frank Woderak, who had 
been with the Gimbel department, became 
first assistant 

Previously with Morris B. Sachs Com- 
pany, Chicago, Victor Adams joined the 
firm of Schwabe & May, Charieston 

Bloomingdale’s, New York City, established 
an interior display department under the 
direction of Donald Rose 


former 


West 
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MILEO MANNEQUINS 


Leaders for fifty years, 
we still have young ideas 


Our current, unparalleled collection 
of Misses’. Juniors’ and Children’s 
Mannequins provides the “sales 
displayman seeks. 


pull” every 


MILEO MANNEQUINS 
7 West 36 Street, New York 18, N. Y. 


Just off Fifth Avenue 


Teleph 








and M 





Creators, Originat 











MODEL 500 — continuously projects 10 slides 
— 115 volt, 60 cycle; 500 watt — less 


bulb $74.50 


MODEL 1000 — continuously projects 12 
slides, 110 volts, 60 cycle, 1000 watt — ideal 
for outdoor advertising disploys — less 


bulb $122.50 


OSIG WESTERN AVE. 
CLEVELAND 11, OHIG 


GIVE YOUR DISPLAYS 
CONTINUOUSLY CHANGING 


SELLING 
IMPACT 


BEST Automatic Slide Projectors 


10 to 12 standard size or smaller lantern slides 
can be projected continuously at a 10 to 30 
second interval. In store windows it provides 
attention-getting displays of accessory merchan- 
dise. As part of displays it tells a complete 
sales story. In theatre lobbies it projects coming 
attractions. 


Best Automatic Slide Projectors come completely 
equipped with any focus objective lens from 
6" to 36". Write for complete details. 

















FIRST IN SIGNS 


Whether It's 


Write today for Acme's FREE folder en- 
titled “Selling thru Suggestion” and the 
latest Acme catalog. There is no obligation 
and no solesman will call. 





Changeable 
Letter, Name Strip or Cork! 


37 EAST 12™ STREET 
NEW YORK 3, N. Y. 


»* |BULLETIN COMPANY 


























PHOTO 


‘BLOWUPS 
MURALS 
TRANSLITES 


Black and White, Sepia, 
Full Color 


Made the way you want 


them — at reasonable 


prices! 


Complete service for pic- 
ture framing, cut-outs, 
translite boxes, etc. 


WRITE TODAY FOR 
PRICE LIST 


DISPLAYWAYS 


56! Hill Grove Ave., La Grange, Ill. 














A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 

@ TORTOISE SHELL 

e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 


AY £., 
i. 
Cavern PON ginals 
~ 4a WW 
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| Announce Increased Awards 


In Three Contests 

Contests for the best window displays in 
connection with three spring promotions for 
the sale of sporting goods have been an- 
nounced by The Sporting Goods Dealer, St. 
Louis. The promotions are “Let’s Play Ball,” 
April 22-29; “Let's Go Fishing,” May 20-27, 
and “Let’s Play Tennis,” June 24-July 1. In 


| former years, these were designated as Na- 


tional Baseball Week, National 
Week and National Tennis Week 
Along with the change in theme, it was 


Fishermen's 


announced that prizes in the window display 


contests have been greatly increased as a 


| further incentive for participation. 


For “Let’s Play Ball,” the display contest 


| will be conducted in two divisions—for win- 
| dows up to 10 feet in front footage and for 


those over 10 front feet. Equal prizes of 
$100, $25, $15 and $10 will be awarded in 
each division. 

“Let’s Go Fishing” will be the biggest 
event of its kind in the sporting goods field 


MARCH, 1950 


Cooperating this year are the Associated 
Fishing Tackle Manufacturers. Included also 
is $500 toward the purchase of an outboard 
motor and a boat in special awards by the 
Outboard Boating Club of America. 

Winner of the “Let’s Go Fishing” window 
display contest will be given an all-expense- 
paid vacation in Minnesota, valued up to 
$500, plus $250 in cash. Other prizes will be 
$200 cash for second, $100 for third, $75 for 
fourth, $50 each for fifth and sixth, plus 
three additional prizes of $25 each, five of $10 
each and ten of $5 each, 

“Let's Play Tennis” also will be supported 
with a display contest with increased p-izes. 


Jerome Hamberger 
To Be Wed 

Jerome Hamberger, of the firm of David 
Hamberger, Inc., New York City, will be 
married on March 26 to Miss Iris Greenwald, 
Glendale, L. I. Hamberger is a veteran who 
saw overseas service, and is a graduate of 
the engineering school of New York univer- 
sity. 


by TUPPER 
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BORN IN 1903, WHEN IS 
ALTWEIMER JOINED 
CORO, INC. AS ERRAND 
BOY. IN 1944 COROS 
DISPLAY DIRECTOR | 
WENT INTO THE SERVICE 
AND CORO, KNOWING 
ALTHEIMERS FLAIA FOR » 
COLOR, LIGHT & UNUSUAL ” 
MATERIALS, GAVE HIM A 
CWANCE. HIS JEWELRY 
DISPLAYS HAVE BECOME 
WATIONALLY KNOWN FOR 
ORIGINALITY & STRIKING 
USE OF COLOR © LIGHT. 
HOBBY: SHINTS“H S 
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Originality 
... the thing to look 
for in display props 


It is our constant aim to offer you 
the widest selection of original dis- 
play ideas .. . all of them backed 
with a lifetime experience in display. 


That is why it pays to do your 
display shopping at Hamberger's, 
a house backed with more than 
twenty-five years in the display busi- 
ness exclusively. 


Be sure to visit our showrooms when 
visiting New York or write us for 
display suggestions. 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3ist ST.. NEW YORK CITY | 


| 16 prizes will be awarded 


| may be obtained by writing to: 











Complete Display 
Exhibit 
well worth your visit to 


CINCINNATI 


We maintain at all times a complete pre- 
sentation of everything new in foliage, 
flower and plant decorations and other 
display accessories. Visit our beautiful 
showroom in our own seven-story building. 


COMPLETE LINE 
of display decorations for seosonal use 
and special events. Our salesmen can be 
of great assistance to you. See them 
when they call. 


Flowers-Foliage 


(SispLay 





DISPLAY 


CORPORATION 





140 WEST FOURTH ST. 


nciogat 2: Ohlg 
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| Morgan-Jones Display Contest 
| Is Announced 


A total of $1,600 in cash prizes will be 


| awarded to displaymen in a contest for the | 


most effective window and store displays 


| featuring Morgan-Jones products. The con- 
| test is part of a nationwide spring promotion | 
| of Morgan-Jones household cottons, spear- | 
| headed by a full-page advertisement in Life | 
| on April 17. Displays must be timed to the | 
| period of this advertisement. 


Separate divisions have been set up so 


that department store and non-department | 
| store entries will not compete against each 
| other. In each of these fields there will be | 


separate prizes for the best interior displays 
and the best window displays 


Entries will be judged for their effective- | 
| ness in creating customer interest im | 
| Morgan-Jones products. Winners will be | 


selected on the basis of photographs of 
their displays. The contest will be judged 


| by H. Ford Perine, Life merchandising 
| manager and his staff. Deadline for the sub- 


mission of entries is May 15. 

Complete rules, and official entry blank 
Display 
Contest, Morgan-Jones, Inc., 58 Worth street, 


| New York City 13 


| "Howdy Doody" Theme 
| For Old King Cole 


John M. Worthington, vice-president of 


Old King Cole, Inc., Canton, Ohio, an- | 
} nounces that the firm has acquired the | 
| right to use the “Howdy Doody” theme for | 
forthcoming Christmas promotions. Probably. | 


the first display firm to adapt a television 
show to visual merchandising, Old King 
Cole is planning a wide and varied line of 


| animated and static pieces, together with a 
| complete merchandising tie-in | 


| Frankel Associates Appoints 


Detroit Representative 


Frankel Associates, New York City fabrics 


| firm, has appointed J. T. Michael as repre- 


sentative in Detroit and the surrounding 


territory. He will maintain offices at 424 | 


300k building 


| Kroenert Adds To Duties 
| At Pizitz, Birmingham 


Formerly advertising director, 











We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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A total of 





Keep your SHIRTS & PAJAMAS neat 
ond clean with HENRY'S Low Priced 


your wares 

on these 

New Ono 
Piece Trans- 
parent M 

Plastic Trays. 
They have “pull- 
out” handle and 
size card holder, 
and sliding rails 

on bottom, that 
prevents scratch- 
ing. Dress up your 
shelves . . Display 
your merchandise 
correctly! 


. 

NOW available: 
Henry's Rainbow Plastic 
Sock & Tie Trays. 

. 


Pajama Tray: 
ie tone, PT Ai wide 





We are the leaders in the Plastic 
Hanger Field, making over 60 
en in hangers; and a new line 

Plastic Sock and Tie Trays and 
Stock Boxes. We are as always, 
equipped and ready to serve you. 





JOBBERS INQUIRIES INVITED! 








Gordon | 
| Kroenert has been made director of sales, | 
| publicity, promotion and display at Pizitz, | 
| Birmingham. 


Write today for 
the newest designs 
in Plastic Displayers 
pictured in 
Catalog DW/72P 





@ WHEN WRITING ADVERTISERS . . . 
PLEASE MENTION DISPLAY WORLD @ 








fr 
Zaliy 


DISPLAY WORLD 


i Wrapping 


v ak 4 le he if 
oy cxquise cauly 


AME ys ase 


Teyjet Reblen 


TAFFEL BROS., 


INC. « 95 MADISON AVE., N.Y. C. 











Jobbers wanted for 


DURASHIELD all plastic 
GARMENT RACK DIVIDERS 


Divide garment racks alphabetically . . . by size . 
Washable, durable, printing won't rub off! 


MANUFACTURERS OF THE FAMOUS TRANSPARENT PLASTIC 


Write today for complete information! 


PLASTIC FABRICATORS COMPANY 


Printers, Laminators, Fabricators of Sheet Plastic Materials 


440 SANSOME ST. 


Write for FREE OFFER! 


. . by delivery date! 
As low as 5c¢ each. 


“WEASEL EASEL" 


SAN FRANCISCO 11, CALIFORNIA 














CL 10 — ACTUAL SIZE 


TICKET HOLDERS 


Pyramid Ticket Holder perfect for small 
point of sale pricing. 

Complete the picture of ultra-smartness 
created with plastic displayers by using 
ticket holders of clear plastic. These 
beautifully molded ticket holders are just 
the thing for soft line display. 


CL 10 Packages of 50 $ 6.60 
Lots of 100 12.00 


QUENSELL DISPLAYS INC. 


71-23 Austin St. Forest Hills, N. Y. 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch CASH WITH ORDER 








EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers. Unsurpassed beauty 

Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. 
Importers — Mfgs. — Exporters 
56 W. %TH ST. NEW YORK 18, N. Y. 











@ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 
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Flexible Electrical System 
Provided By ‘'Trol-E-Duct" 


Frequent changes in displays usually call 


| for corresponding changes in lighting lay- 


out and in an effort to provide a completely 


| flexible electrical system and to avoid the 
| expense and rigid limitation of fixed outlets, 


| has announced the “ 


General Lighting Company, New York City, 
Sulldog Trol-E-Duct”. 


This is a standardized and prefabricated 


| wiring system which can be installed easily 


| the 


| the window 


| brushed 


| contact or by a light beam. 
| is currently 


and quickly 
addition 
arrangement 


When display needs call for 
of more fixtures the re- 
of individual they can 
by a layman—at any point 


or 
units, 
be snapped on— 


} in the duct without any new electrical work. 


Flood or spotlights can also be added at will 
and all units can be beamed in any direction 
needed. If necessary, the entire system can 
he altered for changed conditions, 
minimum of labor and cost. 


The 


with a 


recent installation of this system in 
lighting of Hearn’s, New York 


| City, shows the system off to its fullest dis- 
| play use 
| adaptable for the R-30 lamp, the PAR lamp, 


Hearn’s utilized a fixture which is 


or any R-40 lamp up to 500 watts, all in 
with a filter. Whereas 
burnouts said to be the 
result of heavy adapter and filters hanging 
on the lamp itself, in this installation 
nothing rests on the lamp, giving it longer 
life. Hearn’s arranged the lighting 
units in positions that properly accent the 
display; in future, when Hearn’s will change 
the display only movement—adjusting 
the lighting fixture to a corresponding point 
in the duct 


conjunction 
most 


color 


lamp are 


has 


One 


will be required. 
the “Trol-E-Duct” 
aluminum and 
white, 


Units for in 
in coral gray- 
and white. Special 


are to be had in quantity orders. 


come 
red, 
green, oyster 


colors 


| Mechanical Salesman 


For Point-Of-Purchase 


A mechanical salesman that helps to sell 


| at the point-of-purchase is announced by the 
Molded of CLEAR PLASTIC | 


| 48 


Electronics 
Cienega 


States 
La 
Known 
consists of 


A. play-back 


United 
North 


Corporation, 521 
boulevard, Los Angeles 
“Sales-O-Matic”, the device 
three compactly designed parts: 

unit 
messages ; 


as 


which contains especially 
recorded the speakers, which are 
placed at strategic and the trip 
mechanism, which is actuated by ¢ither direct 
“Sales-O-Matic” 
rental or 


locations, 


available on a basis 


may be purchased outright 


| Art Cohen Vacations 


In Arizona 

Art R. Cohen, head of the Pittsburgh dis- 
play firm operated under his name, has re- 
turned to the job after a vacation spent at a 


| desert resort in Arizona. 


Eastwood Joins 


| Lord & Taylor 


| 


| City 


Dick Eastwood has resigned his position 
with Frank Senior at the New York Lace 
Store, Pawtucket, R. [., to join Henry Cal- 
lahan’s staff at Lord & Taylor, New York 
Eastwood had been with the Paw- 
tucket firm for five vears. 
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For Faster, Easier 


Cutout Work 


e Cuts designs of any size 
@ No holes to bore 
e Simple to operate 
e Portable 
Quality Products for Over £8 Years 
Write for FREE Catalog! 
INTERNATIONAL REGISTER CO. 
2622 W. Washington Blvd. 
Dept. 350-W, Chicago 12, Ill. 


FOR ALL CUTOUT WORK 





The Modern Display Trend 
is to LIGHTED MOTION 


Model "712" 


*Roto-Sho 


ELECTRIC TURNTABLES 


MODEL “712” ROTO-SHO’s two-way, built- 
in electric outlet permits novei, self-con- 
tained lighting effects by means of sliding 
contacts, as well as operation of electric 
devices while the turntable revolves three 
times a minute—Lights turn with the table! 


There's nothing like; “712” to revolutionize 
your window trim and make passersby 
buy! Sturdy. steel construction, guaranteed. 
it carries up to 200 Ibs. 18” diameter turn- 
table. Allover height just 7". A.C. only. 


For winning action displays, write us for 
complete ROTO-PRODUCTS turntable catalog, 


GENERAL DIE & STAMPING COMPANY 
Dept. O, 262 Mott St.. New York 12, N. Y. 





| equipping its students in the 





| States 


|} attempt 





| engraving ot 


| can operate it 


| slotting and for other applications 
| chine 


DISPLAY WORLD 


Display Course Added 
By Bryant College 

Bryant college, Providence, R. [., is now 
field of retail 
merchandising with a course entitled 
“Visual Merchandising”. The Department 
of Marketing aims to bring to each of its 
students majoring in merchandising, 
the importance of eye-appeal in the field of 
retailing “First, experts will come to 
Bryant to speak and 
display, interior display, 
newspaper advertising, the problems of store 
layout for large and small organizations,” 
a spokesman for the “Then 
the students will be taken off-campus to the 
speaker's plant or place of 
these phase s ot 


new 


now 


demonstrate window 


counter display, 


school 
business to see 


retailing under actual op 
This graphic on-the-spot 


to focus all the 


erating conditions 
study should bring 
retailing principles and theories heretofore 


vividly 


confined to the classroom.” 

started on March 1, inaugu- 
rated by Harrison D. Myrick of 
the Department of Marketing as part of an 
Bryant college to 


This course 
Professor 


being made by 


close the gap between academic theory and 


everyday practice in the field of merchan 


dising 


Machine Is Developed 
For Plastic Engraving 


With the growing importance of plastics in 
the display industry, a new portable engraving 
machine, the “Engravograph,” has just 
developed by New Hermes, Inc., 13 Univer- 
Place, New York City 3. The machine 
is geared especially to the engraving of signs, 
panels and nameplates, as well as edgelight- 
ing “Plexiglas” and other illuminated 
plays. 

Manufactured by the 
ducers of 


been 


sity 


dis- 
world’s largest pro- 
engraving machines, the 
“Engravograph” is, according to N. Schim- 
mel, president of New Hermes, “a tremendous 
saver of time anc money for the display. and 


portable 


sign business.” 

The new machine is easily set up for rapid 
individual inscriptions. It is 
simple, and any unskilled worker 
in a matter of minutes. The 
allows the unskilled 
master 


extremely 


tracer-guided 
worker merely to 
letter, and the machine does the 

An adjustable tracing 
change of letter sizes at will 
profiling of 


operation 
trace a grooved 
rest 
arm allows the 
It can also be 
used for plastic displays, for 
The ma 
machined 


sottest 


takes all material that can be 


plastics, wood and metals, from the 


alloy to stainless steel 


| "Infra-Chem" Registered 
| As Trade Mark 


Transparent 
gueroa 


Jack Massman, president of 
Shade Company, 501 North Fi 
Los Angeles, has been notified by the U. S 
Patent Office that “Infra-Chem” has 
accepted as a registered trade mark. “Infra 
Chem’, an exclusive formula, was developed 
by the company’s 1947 
several years of research and is used in dis- 
play protect merchandise from 
the fading rays of the sun, while allowing 
visibility 


street, 


chemists in after 
windows to 


complete 


been } 





* (c-COCT. 


A FM ITEM 
FOR SPRING 
OR WESTERN 
DISPLAYS 


a 
A really cute, perky colt, used singly as a 
set-piece or as a displayer, or in pairs 
supporting a large display shelf. 27" high. 
22" front to back. 


Natural wood finish @ Solid pine body @ 
Movable head @ Fiat leatherette displayer 
saddie @ Rubber hooves @ Metal stirrups @ 
Rope tail @ Leather ears @ Simple to assemble, 
yet strong enough for an adulf to sit on 


STUDIO PRODUCTS 


570 CLARK ST. ELGIN, ILL. 
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| A NEW DISPLAY CARD PRINTER : 


“SALES- 
MAKER" 








© FASTER 
© SIMPLER 
© ACCURATE 


Display Cards for All Uses 


Featuring: Simplicity of operation . . . 
Highly portable, weighs only 17 pounds 

. can be carried from showcase to 
showcase, window to window . . . No 
type to handle or lose . . 
spacing... 


- automatic 
Low 
Prints 


will print in color... 
operating cost . . . Long life. 


cards up to 5%" «x 7". 


SCHULZ MFG. CORP. 


| 3945 Milwaukee Ave., Chicago 41, Ill. 

















Sparkling! Radiant! 
100% FIREPROOF 


GLASS FIBER 
NETTING 


Formerly 39'2¢ yard 
NOW 29c yd. 


44 to 46 inches wide 
Choice of 14 Smart Colors 


A fabulously beautiful new mo- 
terial. Richer and less expensive 
than rayon or cotton nettings 
. . « and SAFER, too, because 
it is FIREPROOF. 

Featured on the front cover of 
DISPLAY WORLD, March 1949 
; and in the windows of 
America's finest stores. Minimum 
cuts 10 yards. 


RADIANT 


GLASS FIBERS CO. 


New York City 


11 W. 29th St. 
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Pe eeeeeeeeaaane 


BOICE-CRANE COMPANY 
896 Central Avenue @ Toledo 6, Ohio 
Please send free literature on Boice-Crane Power 

Tools 

Name 

Street 

Firm 

City and State si 7 





DISPLAY WORLD 


This is my first letter to DISPLAY 
WORLD, after being a constant reader for 
years. I would just like to say, “Three cheers 
for the staff and the great work they are 
doing. It is the greatest trade magazine ever 
published.” . Dan Thompson, Mdern Arts 
Company, Jackson, Miss 

Your excellent magazine DISPLAY 
WORLD has been a great asset to me. | 
wonder if it is possible for me to apply for 


| the brochures which are often offered by a 


. William R. 


number of your advertisers? . 
Paton, Edinburgh, Scotland 


I wish to thank you for all past favors, 
and to say that DISPLAY WORLD is my 
companion and assistant... Stan 
Mansfield, Ohio 


steady 
Fifer, 


I was very fortunate in obtaining and read- 
ing a copy of your most interesting and in- 
formative magazine. 

It occurred to me that you may be able to 
help me in finding someone in the USA with 
whom I could correspond and swap trans- 
Atlantic display ideas. I am a comparative 
novice in display, as I have only been study- 
since my release from the Royal Air 
Force a year ago. I am 20 years old, and if 
you can help me find an American corres- 
pondent, | would be very much obliged .. . 
Geoffrey Gwilliam, 16 Cromwell Road, Hen- 
ley-on-Thames, Oxfordshire, England. 


wc Bot dein parr 


wee er TRE ep ee eS 


—Dignified simplicity 


lowa. 
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As a regular reader of your magazine 
DISPLAY WORLD I look forward to re- 
ceiving same monthly. I enjoy particularly 
the “On and Off the Record” page. Look- 
ing through the January edition I was 
surprised to see a snap of the staff of 
Lewis's of Birmingham display team. 

This prompted me to send the enclosed 
snap of myself and friends enjoying the 
sun on the beach at Blankenburghe, Bel- 
gium, last summer .. . just in case you're 
collecting snaps of display peopie on this 
side of the Atlantic. 

My firm have a chain of ladies’ fashion 
shops all over the British Isles. I am re- 
sponsible for display in the millinery win- 
dows. 

I think your magazine can do a lot to- 
wards forming a link between display people 
everywhere. Also it gives one the oppor- 
tunity of seeing what is going on in far 
away windows. I have learned quite a lot 
from the articles and photographs and look 
forward to future editions.—Miss M. Nolan, 
Willsons, Ltd., London, England 

I want to congratulate DISPLAY WORLD 
for renewing the international display con- 
test. Back in 1914-17 it was certainly en- 
couraging to me to receive ten medals in 
bronze, silver and gold, which I value 
very highly. I would certainly advise any 
displayman to enter this contest. He will 
find it to be a booster to his profession, 
and his employer will be glad to know and 
appreciate his display manager winning such 
a valuable medal. 

I am entering a shirt display in No. 26. 
This display was placed to represent the 
inside of an art gallery, with shirts, ties 
and jewelry displayed in large frames with 
pastel backing. The men’s figures repre- 
sented people viewing this art display for 
spring. 


rules in this display by Hans Carstens, Younker-Davidson's, Sioux City, 
The footwear is shown on displayers with a Chinese motif. . . . (Photograph by 


courtesy of Adler-Jones, Chicago) — 
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I have been reading DISPLAY WORLD | 
and the old Merchants Record and Show 
Window since 1905, and I have never re- 
ceived an issue that I haven't learned some- 
thing from.—R. L. Paxton, Shudde Brothers, 
Houston. 


We of the Arlington Art Studios are en 
gaged in mannequin refinishing and_ re- 
decorating and wish to make use of your 
Service Bureau. We feel that we can best 
present our problem by letter than by use 
of your check sheet. We would appreciate 
literature on the following subjects .. . We 
would like to take this opportunity to thank 
the management and personnel of DISPLAY 
WORLD for the publication of a wonderful 
trade magazine. The entire staff of the 
Arlington Art Studios were at one time 
displaymen and all realize its value to the 
display field.—Robert R. Jones, Arlington 
Art Studios, Arlington, Va. 

We would like to add our appreciation of 
DISPLAY WORLD, which is invaluable to 
us in our display ...A. Roberts, Nola 
Gowns Ltd., Chester, England 














Showcard Machine Company 
Has New Model 


Known as the “7-11”, a new card-writing 
machine has been brought out by Showcard 
Machine Company, 1196 Merchandise Mart, 
Chicago 54. A spokesman for the company 
states; “It is the first real attempt to make 
a heavy-duty, thoroughly proved machine 
available at a price that even the smallest 
shop can afford. It handles the great bulk 
of all showeard or sign requirements, and 
requires only a small original investment.” - 
The Model “7-11” takes its name from No. 1051 FREE FORM TABLE 
the fact that it prints all sizes of cards up 
to 7 by 11 inches. It is scaled down from 
the regular machines of the company in 
size only, and prints type, cuts or electros 
in several colors if desired, horizontally, 
vertically, or at an angle Literature 
describing the machine in detail will be 
sent on request. 








Haugan Advertising F’. oO i VY S. f f I f 
Fora abi our Scatter Ifems 
A. S. Haugan, president of Haugan Wood Chips, Flakes or Grains Ground Cork Dog Wood Branches 

Advertising, Inc., Detroit, has announced Rock Crystals Mashed Pebbles Colored Sands 

the appointment of R. V. Wayne as Eastern Colored Stones Cork Bark White Beach Sand 

sales manager. He will also be in charge Shredded Nylon Palm Fiber Mica Flokes, all colors 
ESS oe hg ER ay i Sno-Glow in all colors Birch Poles Cello Flakes, all colors 

of the firm’s newly opened New York City Scatter © Birch 8 b Mice Cubes 

office at 443 West 4Ist street. The addition | iinet es tas oon arene ice Cu 

of Wayne to the organization and the open- If It’s Scatter Merchandise, We Have It! 

ing of the new offices are in line with the 

firm’s expansion program which started four WRITE FOR CATALOG 

years ago. Haugan now has branch offices 


in New York City, Cleveland, Chicago and | 
Los Angeles, from which to direct the | A | K E R U M M F G ” Cc re) - 
execution of national point-of-sale pro- 19TH & ARCH STREETS PHILADELPHIA 3, PA. 


motion programs for drug, tobacco, and 
allied product manufacturers 


a Snaaaas saa | REDIKUT LETTERS MANNEQUIN WIGS! REPAIRS! 


Gonzales Heads Display Die Cut Cardboard Letters Horse-hoir ond novelty wigs made te 


For Mobile Store | | Popular sizes, styles and colors. Write for | | ers rouse es 
Frank Gonzales is now display and adver- OS Ss ee ee eee nye 


tising manager for Harry's, Mobile, Ala. He THE REDIKUT LETTER CO. ESTELLE BOBIC K 


was formerly with Armstrong’s, Nashville 6519 West Bivd. Inglewood, Calif. | | IRYYaparsamaa ta a AN PEOR 





























98 


DISPLAY WORLD 


MARCH, 1950 


Opportunity Exchange 








STORE DESIGNER 
and 
DISPLAY DIRECTOR 


Either capacity or both. Proved 
ability for chain store or large 
dept. store operation. Capable 
leadership in sales, organiza 
tion, and design. Photographs 
upon request. Forty years old 
23 years in display, point-of 
sale merchandise arrangement, 
and interior store fixture ar- 
rangement. Will consider con 
tract arrangement for large 
group, shop or dept. store re 
modeling program. Will con 
sider display director with 
store or stores planning exten 
sive style and sales program 


Address Box 3F 


Care of DISPLAY WORLD 





TRAINED DISPLAYMEN AVAILABLE 


The NATIONAL DISPLAY INSTITUTE announces the 
graduation of another class in January, 1950. Well qualified 


men and women, trained in ALL aspects of Display, will be 


available for employment. Graduates are qualified to accept 


positions as trimmers of footwear, men’s wear, children’s 


wear, women’s specialty shops, drug and any other mer- 


chandise windows. 


Write or call PLACEMENT DEPARTMENT 


NATIONAL DISPLAY INSTITUTE 
“Nation’s Center for Display Education” 


Philadelphia 6, Pa. 


617 Chestnut Street 








Display Manager Available 
Thoroughly experienced in design 
ing and producing artistic mer 
Excellent card 
writer Family man Prefer mid 
West. Salary $6,500. Now employed 

Address BOX 3C 
Care of DISPLAY WORLD 


handise displays 











FOR SALE 


1—Animated Easter Rabbit 
\ real traffic stopper 


2—Animated Clown 
Can be used for any season 


soth displays in A-1 condition 


A. M. Davison Co. 


452-454 S. Saginaw St. 
Flint 3, Michigan 


FOR SALE! 
Dickens’ Christmas Carol Window Display 


One of the most interest inspiring displays ever developed 


Requires six 5 x 12 foot windows. Created in realistic Old 


English tradition. Figures are life-like and about three feet 


tall. Excellent condition. 
display manager 


Priced to sell quickly 


Write 


WOLF & DESSAUER 
Fort Wayne, Ind. 


SLASHED in PRICE! 
“BLISS” 
XMAS DISPLAY 


Your chance to have one of the 
nation’s most outstanding Christmas 
displays that stopped ‘traffic for 
this store and can do the same for 
yours. 

Series comprises 8 windows depict- 
ing “The Night Before Christmas’ 
in diaramic show boxes, each 5 feet 
long, 4 feet high, 3 feet deep. All 
in perfect condition, corplete with 
motors for animation. Each of the 
& sections is self-conta‘ned, needs 
no assembling. Action in each sec 
tion All figures cleverly sculp 
tured and beautifully costumed, 
Also BLISS DOLL HOUSE, show- 
ing dancing figures in action in 
cross-section of upstairs and down- 
stairs. 

Both above in perfect mechanical 
condition. Can be bought together 
or separately Full details and 
photos on request 


Priced at a fraction of original 
cost, or will trade fer Xmas 
display of equal value. 


The BOSTON STORE 
Joliet, Ill. 








WANTED 
Experienced Combination Dis- 
play and Advertising Man. 

Cc. W. KLEMM INC. 
DEPARTMENT STORE 
Bloomington, Illinois 











POSITION WANTED 
Experienced mannikin - repair 
man, expert make-up artist 
Prefer N. Y. or West coast 

Address Box 3G 
Care of DISPLAY WORLD 


Display Jobbers Wanted—Manufac 
turer of new, low-priced clothe 
sculpture fabrikettes and _ props. 
Want to establish jobber trade 
Write for our free 8 x 10 photos 
and jobber prices 


Address BOX 3K 
Care of DISPLAY WORLD 


SALESMEN WANTED 


To call on dept. stotes, studios, 
artists—a complete line of Stanley 


cutting blades 


MARK SPECIALTY CO. 
360 E. Main St., Rochester 4, N. Y. 








WANTED—Experienced 
WINDOW DECORATOR 
Apply by mail with 
complete details 
MICHAEL BROS., INC. 
Athens, Georgia 














DISPLAY MANAGER 
Seeks New Opening 


Age 32. Single. Now display 
manager of $1,500,000 store 
Interested in finding opening in 
$2,500,000 or larger quality 
store in any progressive city 
Background: 7 years’ assistant 
in $50,000,000 store, 4-vear art 
training 


Address Box 3B 


Care of DISPLAY WORLD 











JEANS WIG MFG. 
Announcing Opening of 
SCHOOL FOR WIG MAKING 
(Six Months Course) 


CLEANING and RESTYLING also taught 


For information, write: 


JEANS WIG MFG. 


109 S. 11th 


St. Louis, Mo. 


WANTED 


Combination Display Man and 
Card Writer 
Excellent opportunity for ex- 
perienced man in Junior Dept. 
stores in towns of 10,000. State 
age, experience and salary ex- 

pected. 


AL PUTNAM 
Display Director 
c/o Gray Mercantile Company 
59 South Second Street 
Memphis, Tenn. 














SALESMAN WANTED 
To represent distinctive papier- 
mache line. Easy te sell. Budget- 
priced No objection to non-con- 
flicting lines 


Address BOX 3A 
Care of DISPLAY WORLD 
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Barron-Anderson Contest 
Results Announced 
There were three first-prize winners in 
Barron-Anderson’s fall and winter window 
display contest, the results of which have just 
been announced. The first prizes of $100 
went to the following: Dunhill's, Huntington, 
W. Va., Larry Glick; Wm. Hengerer Com- 
pany, Buffalo, Thomas Novy, display 
ager; The M. O'Neill Company, 
J. J. Zettle, display manager. 
Dunhill’s window 


man 
Akron, 


was built around a rail- 
road station atmosphere, showing mannequins 
wearing Barron-Anderson outercoats, a bag- 
gage checkroom and a train schedule which 
was marked with some of the fabrics in the 
Barron-Anderson line. Hengerer’s window 
showed a window within a window, with three 
mannequins attitred in Barron-Anderson 
The M. O'Neill window contained a 
giant blow-up of the Barron-Anderson label 
with needle and thread attached to it. This 
latter window tied in well with the unit which 
Barron-Anderson supplied for the contest 
a framed, glass-faced sign in full color. It 
showed the Barron-Anderson label being 
sewn into a coat and the accompanying copy 
emphasized the fine quality 
carrying this label 

Display managers of three stores won the 
second prize awards of $50: The Bon 
Marche, Spokane, Robert Graves; The May 
Company, Cleveland, Frank Collins; The ¢ 
N. Vicary Company, Canton, Ohio, Bill O 
Campbell 

The third prize, a 
coat, was won by 


York, Pa., 


coats. 


features of coats 


Sarron-Anderson top- 
Griffth-Smith Company, 
Robert K. Kraut; Jacob Reed’s 


DISPLAY WORLD 


Sons, Philadelphia, 


Rodes- Rapier 


Charles E. Albright} 
Company, Louisville, Harry 
Jameson; Tarney’s, New London, Conn., Fred 

Silvestri, 

Several fourth-prize winners emerged in the 
contest, and were the recipients of attractive 
smoking stands. They are as follows: Isaac 
Baker & Sons, Erie, Pa., Charles E. Leach; 
Hayman H, Cohen, Inc., Gardner, Mass., Leo 
\. Lison; Conway & Wasser, Greenville, Pa., 
C. R. Zimmerman; The E & W 
House, Rockford, Il, Harry W. Nelson; J 
S. Hall's Inc., Knoxville, William R. 
Bailey; Lynden Department Store, Lynden, 
Wash., B. Henry Linde; Rosenfeld’s, Pitts- 
field, Mass., James P. Brett; Savard & Col- 
burn, Albany, William Colburn; Sullivan’s, 
Waterbury, Conn., E. K. Samson; The Talbot 
Clothing Company, Lowell, Mass., Theron € 
Webster; Watt & Shand, Pa. 
Elmer A. Kipphorn. 

This was of the 
window contests 
Anderson sponsored 
several The entries received were 
judged on the of originality 
and ideas with consideration also being given 
to the with 
draped or modeled 


Clothing 


Sons, 


Lancaster, ; 

one 

display 
has 


seasonal 
which 
each 


outercoat 

Barron- 
season for 
years. 
largely basis 


attractiveness which coats were 


Reflector-Hardware Produces 
Elaborate Catalogue 

An 80-page catalogue, No 
released Reflector-Hardware Corpora 
tion, Western avenue at 22nd Place, Chicago 
8. It the great variety fixtures, 
floor-type merchandisers, counter units, wall 
sections and similar units of the 


50S, has been 


by 
shows 


ot 


company 


Tom Hanlon Joins 
Timely Service 

Tom Hanlon has joined Timely Service, 
1269 Atlantic avenue, Brooklyn 16, as head of 
a new special order division 
returned from a 


Hanlon recently 
year’s sojourn in Europe, 
prior to which time he was a partner in the 
former display firm of Sherman-Weir, New 
York City. In his he will 
work special promotions and 
themes to fit store needs for various seasonal 
and special events. 

Irving Sherman 
Timely 


new association 


on store-wide 


retained 
Service as a design consultant 


has been by 


Cash Prizes For Displays 
Of California Apparel 

The California Apparel Creators, Los An- 
geles, is offering two cash awards of $300 and 
$200 respectively for the best two displays 
featuring California apparel during the next 
few weeks. Entries must be made by May 1, 
and the awards will be made during the 
California regional meeting of the National 
Retail Dry Goods Association Visual Mer- 
chandising Group May 3l-June 2. The judg-7 
ing committee has not yet been named 


Paul Lord Appointed 
By Philadelphia Store 

Following the resignation of Herman Hei-7 
delberg as display director of Gimbels, Phila-7 
delphia, after many years with the store,® 
Paul Lord has been named to the position, 7 
He had been with the firm's store planning 
department 





paint OB 








EXPERIENCED 
SALESMAN 
WANTED 


OPPORTUNITY EXCHANGE 








in each of the following cities: 





New York Philadelphia - 
Washington Baltimore 
Il. 


and 


Chicago, De- 


class 


to call 
all better 
the of out 
standing patented Display Fix 
ture for Windows and Interior 
Excellent opportunity 20% 
commission protected terri 


on 


partment We are 


stores, for sale 


one 


basis, 


tory 


Address Box 3E 


Care of DISPLAY WORLD 


in search of two Display 


who knows 
sales 


Retail Store Promotions featuring Display 


SALES REPRESENTATIVE WANTED 


who knows and is known in Retail Stores on the West Coast and 


the 


range 


Middle West and North 
$900 to $5,000 each 


30% 
trom 


Write- 


CLAUDE D. ADAMS & COMPANY 


New Canaan, Conn. 


Sales Representatives 


commission 
Our business 


CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bidg., 3710-12 N. Cicero 
Ave., Chicago 41, Ill. 


One 


: PA ABN LIP YE IES 
EOLA LIAR 





18 





WANTED 


Experienced 
WINDOW TRIMMER 


and showcard writer in fine 











specialty shop in Northwest 





Salesmen Wanted 


Nationally advertised, well es 
tablished mannequin wig manu 
facturer wants salesmen con- 
tacting department stores and 
dress shops to carry line in 
conjunction with non-conflict- 
ing lines. Liberal commission 
Good selling line. Territories 
open. South, Southwest and 
West coast 


Address Box 3H 


of DISPLAY WORLD 


lf 


fully 


you 


Care 











DISPLAY AND FIXTURE SALESMAN 


Experienced man to take over entire state of North Carolina 
really 


territory, now yielding top returns; 


connect with a well known Display and Fixture House that 
can complete an entire store from front window to rear 
door; then answer this ad NOW 


Address BOX 3D 


Care of DISPLA YWORLD 


want to work and want a good future in a 
developed 


Michigan. Permanent position 
and advancement to be assist 
ant to owner. Reply past posi- 
tions held and salary to start 


Address Box 8MP 


Care of DISPLAY WORLD 


and 








Home Study Lessons in Window 
Display—an up-to-date course cov- 
ering all phases of the subject—S00 
pages of text with 1000 detail draw- 
ings—Priced very low. Also Store 
Interiors, Show Card Writing and 
Silk Sereen Process. Write for cir- 
culars. Will H. Bates, Boz D, 
Elisworth, Ill 

















DISPLAY WORLD 


MARCH, 1950 











ADVERTISING INDEX 


A 


Abacot Displays, Inc 

Acme Bulletin Co. 

Adler-Jones Co 

Aetna Plywood & Veneer Co 

Ahrens, Milton S 

American Model Form Co 

Amplex Corp 

Ankerum Mfg. Co 

Architectural Book Publishing Co., 
Inc. 

Arranjay’s Wig Co 

Arrow Decorating & Fixture Co 

Arrow Fastener Co., Inc 

Arts & Flowers Displays, Inc 


B 


taldwin, Mrs. Arthur ¢ 
Becker Sign Supply Co 
Bender, S 

Berlin & Co., 
Jest Devices Co., Inc.. 


Irving 


Bliss Display Corp 

Bobick, Estelle 

Boice-Crane Co 

Botanical Decorative Supply Co. 
trown & Bro., Arthur 
Bulkley-Dunton & Co 


c 
entury Lighting, Inc. 
hampion Moulding Mfg. Co 
hicago Cardboard Co 

‘J Plastic Products Co. 

ole Co., Inc., James A,. 
ohen Co., Art R 
ombination Products Co 


D 


Daily, Bert I 
Darling Co, L. A 
Decorative Displays 
Decorative Plant Corp 
DeWeese, Jack 

Di-Noe Co., The 
Dingleman 
Display Craft 


Products Co 


Display Equipment Co 
Displayways 

Doerr & Associates 
Dorothea 


Mechanisms, Gale 


Douglas Fir Plywood Association 


Driftin’s 


Eaton Bros. Corp 


F 
Feather & Feather School of Design 


Fidelity Recordings 
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83 


Sack Cover 


63 
17 
89 


55 
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4/ 


Fleming, Katherine B.... 
Frostee Sno Co. 


G 


Garrison-Wagner Co 
General Die & Stamping Co. 
General Display Corp. 
Grand Novelty Associates 
Gregory Motors, Inc. 


H 


Hamberger, Inc., David 
Hansen Mfg. Co., A. L. 
Henry Hanger Co., Inc., The 
Hernard Mfg. Co., 
Herzberg-Robbins, Inc. 

High Mark Paper Corp. 


I 


International Register Co. 
Isinglass Valance Co. 


K 
Kahn, Lawrence R. 
Kehoe Display Fixture Co. 
Korrect Way Products 
Koester School 


Laverne Originals 
Lurey Co., E. R. 
Lutz, A. 


M 


Madisonia, Inc. 

Maharam Fabric Corp. 
Manhattan Mannequins, Inc. 
Manhattan Wood Letter Co. 


Marquardt & Co., 


55 
13 
70 
87 


Inc Inside Back Cover 
73 


Memorial Grass Co. 
Midwest Mfg. Co. 

Mileo Mannequins....... 
Minic Display 

Mitten’s Display Letters 
Modern Products Mfg. Co 
Morgan Co., The 
Multi-Fit Wig Co 


N 
National Association of Display 
Industries 
National Display Institute 
National Hanger Co., Inc 
National Sawdust Co., Inc. 
Noel Mig Co 


New York Disp. Mfrs. Group 


69 
91 


. &9 


58 
81 

LM 
64 


O 


CGE Ai iss ieee ae Les 76 
Old King Cole Displays, Inc. 18 
Opportunity Exchange 98, 99 
Orthwine Corp., Rudolf 70 


Pelletier, Earl 
Plastic Fabricators Co. 
Podgor Co., Inc., Jos. E. 


Q 


Quensell Displays, Inc. 


R 


Radiant Glass Fibers Co. 
Redikut Letter Co. 
Reyburn Mfg. Co., The 
Reynolds Electric Co. 
Roehl, Virginia 

Royal Mannequin Corp. 
Rudy’s 

Rustic Furniture Co., Inc. 


Schack’s, Ine. 
Scheier, Philip 
Scheuer Creations, 

Inc. Inside front cover 
Schulz Mfg. Corp. 95 
Sherman Paper Products Corp. 62 
Shipman Studios, Frederic Zz 
Shoe Form Co., Inc. 21 
Showcard Machine Co 19 
Southern Display Association 65 
Stempler & Sons, Inc., Barney 60 
Stensgaard & Assoc., Inc., W. L. 1 
Studio Products 95 
Sun-Shade Co., The 
Sylvania Electric Products Corp. 47 


Taffel Bros. 
Transparent Shade Co., The 


Upson Co., The 
U. S. Plywood Corp. 


V 
Vaughan Mannequins 
Visual Sales Co. 

WwW 
Walters Display, Inc 
Williams, Inc., D. G. 
Window Mannequin, Inc 
Wold Air Brush Mfg. Co. 











MARQUARDT & COMPANY INC. 
Introduces another, — Ist — 








IT’S A 


107” Wino-O-Wptn 


In 23 new colors (not recommended at present for silk screening) to safely, 
economically make attractive any display. Long demanded by decorators and 
safety councils. Marquardt brings another Ist to the trade. WOW is strong, 


colorful, glamorous and necessary for its everlasting flame proofed qualities. 





DISTRIBUTED BY $ 6.95 a roll 


U. S. A. (12 Yds. to a Roll, 107" Wide) 


JAMES A. COLE COMPANY 
235 Fourth Avenve, New York City Wind-O-Width is converted by High Mark 
GARRISON-WAGNER COMPANY 
2018 Washington Blvd., St. Louis, 
Missouri 


HIGH MARK PAPER CORP. 


330 Tompkins Ave., Staten Island, Staten Island. New York. 
New York 


Paper Corporation, 2333 W. Ogden Avenue, 


Chicago. Illinois and 330 Tompkins Avenue, 





CANADA 


BINGHAM DISPLAY SUPPLIES, Ltd. 
21 King St. East, Toronto, Canada 


DOMINION SIGNS, Ltd. 
Brantford, Ontario, Canada 


J. G. FRASER, LIMITED 
Winnipeg, Manitobc, Canada 


J. G. FRASER, LIMITED 
Vancouver, B. C., Canada 


HARRIS PAINT & WALL PAPER CO. 
Vancouver, B. C., Canada 











*40 hours in Noonday August Sun Tested with 
Fadeometer Calculator. 


RETAIL STORES Se ee Ao LOCAL JOBBER 
Ske): 3:12 Sone) bw Von eee ok a Oe ed Oe eee 282 ed 





2333 W. Ogden Ave., Chicago, Ill. * 
MAHARAM FABRIC CORP. 5 
130 West 46th St., New York City 5 
115 S. Wabash Ave., Chicago, Ill. 4 
Room 927 Century Bldg., St. Louis, e 
Missouri ; 
1113 South Los Angeles St., Los a sin taal ae 
Angeles, Calif. 
oe 


Atlas 











ed 


Mirro-chrome quality by Darling. .. No step to perfection has been spared 
in its making. The finish is exquisite because the base metal was painstakingly prepared before 
chrome plating. Each piece was carefully selected, polished and buffed to smooth away the slightest 
flaw, then plated with a permanent lustrous finish of infinite depth and beauty. When choosing metal 
display equipment make the same careful study comparison you do in purchasing merchandise for 
resale. You will be convinced, fixtures finished in Mirro-chrome give longer display life, thus pro- 


viding lower unit display cost. 


Free Catalog Manuals are available upon re- 
quest, Complete selection of racks, cardhold- 
ers, elevations, bare stands, display tops and 
hundreds of other display items in metal. 


Lia rliny Lisplays 


L. A. DARLING COMPANY, BRONSON, MICH. 
NEW YORK CHICAGO LOS ANGELES 


DARLING 
DISPLAYS 


WisTRIBUTOR 


Your one dependable source for 
everything in display equipment. 





